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ABSTRACT

This study investigates the relationship between cause-related marketing and consumer
purchasing behaviour in Ghana, using brand equity as a mediator and consumer scepticism as
a moderator. With increased use of CRM strategies by companies aiming to boost sales and
enhance brand image, it is essential to understand the factors shaping consumer reactions in

this emerging market context.

Using a quantitative approach, data were collected through convenience sampling from
shoppers at two major retail malls in different locations. The collected data were analyzed using
partial least squares structural equation modeling to test the proposed relationships.

The findings indicate that CRM has a positive impact on consumer purchasing behaviour, but
this effect is significantly weakened when consumer scepticism is high. Brand equity plays a
crucial mediating role by fostering positive consumer perceptions of CRM, thus enhancing
purchase intentions. The study underscores the importance of aligning corporate social
initiatives closely with core brand identity and adapting CRM strategies to local cultural

contexts, particularly in global marketing efforts.

Additionally, the study highlights the need for regulatory frameworks to standardize CRM
disclosure practices and stresses the importance of consumer education to build trust and

engagement in CRM initiatives.

By addressing this gap in literature on CRM in emerging economies, this research provides
practical insights for businesses seeking to optimize socially conscious marketing.
Theoretically, it integrates attribution theory with Aaker’s brand equity model to deepen
understanding of the psychological mechanisms influencing consumer responses to CRM. This
study offers direction for future research and guidance for CRM implementation in emerging

markets.

KEY WORDS: Cause-Related Marketing; Brand Equity; Purchasing Behaviour;

Consumer Scepticism; Attribution Theory; Ghana
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CHAPTER 1
INTRODUCTION

1.1 Introduction

This study investigates the impact of cause-related marketing (CRM) on consumer purchasing
behaviour in Ghana, with a particular emphasis on brand equity as a mediator and consumer
scepticism as a moderator. Academically, it contributes to the expanding body of literature on
marketing tactics in emerging markets by filling a knowledge gap about how CRM works in
Ghana's specific socioeconomic and cultural setting.

The study is theoretically based on fundamental marketing and consumer behaviour
frameworks, including the Theory of Planned Behaviour (TPB) and the Brand Equity Theory.
CRM activities enhance customer loyalty and brand perception by examining brand equity as
a mediating element. Furthermore, analysing customer scepticism as a moderating variable
reveals potential limitations to CRM efficacy, resulting in a more nuanced view of consumer

trust in socially responsible marketing.

Conceptually, this study combines CRM, brand equity, and consumer scepticism to provide a
holistic model that describes the situations under which CRM influences purchase intention.
The study's focus on Ghana, an emerging market with shifting consumer expectations and trust
issues, has significant ramifications for businesses hoping to implement successful CRM
strategies in similar circumstances. This chapter introduces the study, explores the background
of the study, outlines the problem statement, and states the research aim and objectives, as well
as the research questions. It also discusses the significance of the study, an overview of
methodology, limitations of the study and delimitations as well. The chapter further discusses

ethical procedures applied to the study as well as the organization of the study.

1.2 Background of the study

A vital strategy for companies looking to increase their market presence is cause-related
marketing or CRM while simultaneously contributing to social causes. A company and a non-
profit organisation work together to promote a social cause and make money through CRM, a
marketing strategy. CRM seeks to establish a situation in which the brand and the cause it
supports benefit from one another (Fan et al. 2020). This strategy not only promotes a



favourable company image but also emotionally connects with customers, which may have an

impact on their purchasing decisions (Thomas et al., 2022).

In recent years, the effectiveness of CRM has been the subject of extensive research,
particularly concerning its impact on consumer purchasing behaviour. Studies show that
consumers are more likely to support brands that address social issues, and many are even
willing to move to brands that exhibit corporate social responsibility (CSR) (Schamp et al.
2023; Moni et al. 2021). However, many variables affect the intricate interaction between CRM

and consumer behaviour, such as brand equity (BE) and consumer cynicism.

CRM has gained popularity since American Express introduced it in 1981 as a practical
marketing tool for improving business performance and supporting deserving charities. CRM
holds a unique position in the field of socially responsive marketing campaigns because of its
widespread use, history in the market, and approval by all interested parties (Christofi et al.
2020a). However, most CRM research is being conducted in wealthy nations like the USA, the
UK, and Europe (Bhatti et al., 2023). The expansion of CRM activities abroad warrants further
study in this field, especially in developing nations like Ghana, where CRM initiatives are still

in their infancy.

CRM in recent times has become a widely used tactic by businesses all over the world to
simultaneously engage customers, set themselves apart from the competition, and improve
society (Ferraris et al. 2020; Singh and Pathak 2020). To improve brand image and customer
loyalty, corporate businesses associate themselves with social concerns. This marketing
strategy aims to improve society as well (Le 2023; Tiep Le et al. 2023). Although CRM has
been thoroughly examined in several settings, little is known about how it affects consumer
choice, especially in the Ghanaian market (Dubiel and Mukherji, 2022; Ofori-Okyere et al.,
2023). Ghana offers a distinctive environment for comprehending consumer behaviour and
marketing dynamics. According to Yawson and Yamoah (2022), Ghana is a dynamic and
rapidly evolving market in West Africa. As a result, its expanding economy and knowledgeable
clientele make it a desirable location for studying the connection between CRM campaigns and

consumer purchase intentions. (Awadzie et al. 2023).



Linking their brands to social causes like poverty alleviation, education, healthcare, and
environmental sustainability enables businesses to improve their brand's perception, build
emotional bonds with customers, and eventually influence purchases. However, several
variables, such as the level of consumer scepticism, the cause's perceived validity, and the
sincerity of the brand's dedication, may affect how successful CRM campaigns are in changing

consumer behaviour (Lopes et al., 2023).

One important way that CRM campaigns can impact consumer purchase decisions is by using
BE (Furman and Maison 2020). BE encompasses people's perceptions, associations, and
attitudes about a brand that reflect its overall value and competitive advantage. (2023 Aro et
al.; 2021 Tran et al.). When firms use intelligent CRM programs, they may increase customer
preference, brand trust, and brand loyalty. This positively affects consumers' propensity for

purchasing (Tiep et al., 2023).

The propensity to doubt the intentions supporting the brand's CRM initiatives, known as
consumer scepticism can significantly moderate the effectiveness of such marketing strategies
(Lii and Lee 2012). Sceptical customers could question whether a brand's dedication to a cause
is sincere, which can hinder their willingness to engage with the brand, even if the cause is
genuinely worthy. Conversely, BE can mediate the connection between CRM and customer
buying patterns (Aaker 1991). Strong brand equity can improve consumer perception and trust,

increasing their openness to CRM initiatives.

This study explores the intricate dynamics between CRM and consumer purchasing behaviour,
concentrating on BE's mediating function and consumer scepticism's moderating function in
the Ghanaian setting. In understanding these relationships, marketers can better design CRM
campaigns that resonate with consumers and drive purchasing behaviour, particularly in
emerging markets like Ghana, where consumer awareness and expectations regarding CSR are

evolving (Ghana Statistical Service 2022).

In investigating these processes, the study seeks to advance both theoretical understanding and
real-world applications in the fields associated with marketing and the behaviour of consumers.
The concept of CRM emphasises how crucial CSR programmes are influencing the attitudes

and dispositions of consumers (Suryavanshi et al. 2023). The purpose of the current research

3



was to better understand the mechanisms underlying Ghanaian consumers' responses to CRM
initiatives. Furthermore, it provides valuable perspectives for practitioners, politicians, and
marketers interested in using CRM's potential to achieve positive social and economic

outcomes.

Cause-related marketing (CRM) has gained popularity worldwide as a strategic technique for
improving brand perception and influencing customer purchase decisions. However, its
efficacy differs between markets due to variances in economic systems, cultural values, and
customer trust (Suryavanshi et al. 2024). In emerging markets such as Ghana, where customers
may be sceptical of corporate social responsibility (CSR) programs, the impact of CRM on
purchasing behaviour must be examined further (Majeed, 2022). Existing research focuses
mostly on developed economies, leaving a gap in our understanding of how CRM works in

markets with changing customer expectations and trust dynamics (Pfajfar et al. 2022).

This study posits brand equity (BE) as an important mediator in the CRM-consumer purchasing
behaviour interaction, arguing that good CRM activities boost brand equity, which promotes
purchase intention. Consumer scepticism, particularly in emerging countries, might modulate
this relationship, reducing or strengthening CRM's impact on brand equity and consumer
responses. By combining these characteristics, this study provides a more nuanced
understanding of how CRM works in Ghana and other similar markets. The findings will
provide theoretical insights into CRM's success in a variety of market scenarios, as well as
practical implications for organisations looking to improve their social responsibility marketing

tactics.

CRM's impact in Ghana is underexplored, needing more research into how it influences
consumer purchasing behaviour. Given Ghana's shifting consumer market, where trust in
corporate social programs is not always guaranteed, understanding the factors that drive or
impede CRM performance is critical (Mahmoud et al. 2024). According to this study, brand
equity (BE) plays a key role as a mediator in the relationship between CRM and customer
purchasing behaviour. This suggests that when CRM initiatives are carried out effectively,
brand perceptions are enhanced, which in turn increases purchase intentions. However,
consumer suspicion can act as a moderating factor, potentially reducing the positive effects of

CRM, particularly in emerging markets where there is still a high level of scepticism regarding

4



corporate objectives (Nguyen et al. 2023).Some campaigns, like specific charitable promotions
in the banking and telecommunications industries in Ghana, have drawn criticism because of
alleged discrepancies between corporate actions and CSR messaging, while Vodafone Ghana's
( Telecel’s) "Kindred Hearts" initiative, which aids impoverished children, has garnered
positive feedback, other campaigns such as certain charitable promotions in the
telecommunications and banking sectors, have faced scepticism due to perceived

inconsistencies between CSR messaging and corporate actions (Torbor et al. 2025).

This study offers a comprehensive view of how CRM methods work or fail in Ghana by
examining actual situations such as these. The results will provide firms with useful tactics for
putting into practice more successful, trust-building CRM projects while also providing
theoretical insights into the relationship between CRM, brand equity, and consumer scepticism.
A popular tactic for raising customer involvement and brand impression is cause-related
marketing, or CRM. Its efficacy varies per market, though, depending on things like consumer
confidence, the state of the economy and cultural perceptions of corporate social responsibility
(CSR). Ghana's distinct market features make it a perfect place to study the intricate

relationships between CRM, brand equity (BE), and customer scepticism.

Ghana is a developing market that has seen quick economic expansion, heightened brand
competition, and changing consumer demands for corporate social responsibility. Ghanaian
customers are usually open to socially conscious firms, but they are also becoming increasingly
sceptical of CSR programs and frequently doubt the sincerity of business intentions.
Inconsistent brand messaging, broken CSR pledges, and cases of corporate wrongdoing all
contribute to this scepticism. Academics and practitioners must comprehend how CRM builds
brand equity in such a setting and whether consumer scepticism mitigates this relationship.
Furthermore, Ghana’s market is characterized by a mix of multinational and local brands
employing CRM strategies with varying degrees of success. For example, MTN Ghana’s
corporate social initiatives in education and healthcare have contributed to strong brand loyalty,
whereas scepticism has undermined similar efforts by other brands perceived as engaging in
"CSR-washing." By analysing these dynamics, this study provides a clearer understanding of
how CRM strategies can build or erode consumer trust, ultimately influencing purchase

decisions.



In addition to addressing a vacuum in the literature on CRM in emerging economies, this study
will provide useful advice for companies looking to maximise their socially conscious
marketing initiatives. The study offers a thorough framework for evaluating CRM success in
Ghana and other comparable markets by combining scepticism as a moderator with BE as a

mediator.

Though its efficacy varies depending on the market situation, cause-related marketing (CRM)
has been extensively researched as a strategic technique for influencing consumer purchase
behaviour. The dynamics of CRM need more research in emerging countries like Ghana, where
customer trust, business openness, and economic realities differ from those in industrialised
economies (Hinson et al. 2024). With consumer scepticism as a moderating factor—a
viewpoint that has received little attention in the context of emerging markets (Malhotra and
Fatehpuria 2024), this study investigates how brand equity (BE) mediates the relationship

between CRM and purchase intention.

Consumer reactions to marketing initiatives, including CRM, are significantly influenced by
brand equity (BE). Brand awareness, perceived quality, brand associations, and brand loyalty
are the components of BE, according to Aaker (1991), and they all influence customer
purchasing decisions. According to research, CRM can improve BE by fortifying brand
linkages with social responsibility, which will raise customer loyalty and perceived value
(Suryavanshi et al., 2024; Keller, 1993; Hoeffler and Keller, 2002). CRM may be especially
useful in boosting BE, which in turn affects purchase intention, in emerging economies where
consumers are placing a higher value on ethical and socially conscious products. However,
there hasn't been much research done in emerging nations on BE's mediating role in CRM
effectiveness. Strong BE, according to studies conducted in developed markets, increases
consumer preference and trust in a brand, which in turn increases purchase intention (Husain,
Ahmad and Khan 2022; Vo Minh et al.2022).

However, studies conducted in developing nations such as South Africa and India indicate that
the growth of BE through CRM may be uneven because of differences in consumer awareness
of CSR programs and business credibility (Sharma, 2025; Fatma et al., 2021). Given Ghana's
changing market, where both local and international firms use CRM, more research is needed

to determine BE's mediating function in the interaction between CRM and customer purchasing
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behaviour. The success of CRM campaigns can be greatly impacted by consumer scepticism,
which is described as scepticism about the corporate motivations underlying social
responsibility activities (Thomas et al., 2024). High levels of scepticism may reduce the
benefits of CRM by decreasing consumer trust and raising views of corporate self-interest,
according to studies (Wang et al. 2025). On the other hand, customers are more likely to view
CRM as a sincere commitment to social good when scepticism is low, which boosts brand

equity and encourages buy intention.

Consumer scepticism regarding CRM is still a little-studied topic in emerging nations.
According to earlier studies, scepticism is frequently stronger in markets with inadequate
corporate governance frameworks, opaque prior CSR initiatives, or perceptions of corporations
exploiting social concerns exclusively for financial gain (Conte et al., 2023; Smith et al., 2022).
Inconsistent corporate pledges to social activities are a contributing factor to scepticism in
Ghana (Kasimba and Lujala 2021). While some businesses, like MTN Ghana's educational
programs, have successfully gained trust through consistent CSR participation, others have
faced criticism for what is seen as their perceived lack of sincerity. It is crucial for both
academic research and managerial practice to comprehend how scepticism moderates the

CRM-BE-purchase intention link in this particular setting.

Although CRM has been thoroughly researched in developed markets, less is known about how
effective it is in emerging economies, especially when it comes to the interaction between BE
and scepticism (Raji et al., 2025; Thomas et al., 2024). This study examines how scepticism
and BE mediate and moderate the link between CRM and customer buying behaviour in Ghana
to bridge this gap. Theoretical contributions to marketing literature and practical insights for
businesses operating in expanding areas are also provided, ensuring that CRM programs are

planned to maximise consumer trust and brand loyalty.

Cause-related marketing (CRM) has garnered a lot of attention as a way to align brands with
social causes to influence consumer purchasing behaviour. However, the effectiveness of CRM
varies depending on factors like consumer scepticism and brand equity (BE), especially in
emerging markets like Ghana (Effah and Hinson 2022; Amoako et al. 2024). This study uses
established theoretical frameworks to examine the relationship between CRM and purchase

intention, with scepticism acting as a moderator and BE acting as a mediator. Situating this

7



research within the frameworks of Aaker's (1991) Brand Equity Theory and Lii and Lee's
(2012) conceptualisation of consumer scepticism in CSR, the study expands on existing

knowledge and applies it to new markets.

According to Aaker (1991), Brand Equity Theory (BE is a multifaceted concept that includes
perceived quality, brand loyalty, brand associations, and brand awareness. Since successful
CRM programs can strengthen brand associations with positive social values, boost perceived
brand legitimacy, and cultivate customer loyalty, this paradigm is essential for understanding
how CRM affects consumer behaviour. Strong BE has been shown to significantly influence
purchase intention in previous studies (Nguyen-Viet, 2022; Verma, 2021), especially when

customers believe that a brand's social responsibility efforts are genuine.

The contribution of BE to CRM effectiveness is still not well understood in developing nations
like Ghana (Kodua et al. 2022. Due to a lack of customer understanding and trust, local firms
frequently find it difficult to convert social responsibility initiatives into strong BE, even if
global brands like MTN Ghana have effectively used CRM to increase brand trust and loyalty.
By investigating how CRM initiatives affect BE in an emerging market and answering the
question of whether improved BE amplifies the influence of CRM on purchase intention in a

country where consumer trust is still growing, this study expands on Aaker's (1991) paradigm.

Consumer scepticism about corporate social responsibility (CSR) is viewed by Lii and Lee
(2012) as a moderating factor in how consumers react to CSR initiatives. According to their
research, customers are more likely to view CSR programs as profit-driven rather than truly
altruistic when scepticism is strong, which can lessen the intended benefits of CRM. CRM
initiatives, on the other hand, are more likely to increase consumer trust and brand credibility
when scepticism is low (Thomas et al., 2024). Scepticism about corporate objectives is still an
issue in Ghana because some companies engage in "CSR-washing,"” which makes social
initiatives seem theatrical rather than genuine (Van Hierden, Dietrich and Rundle-Thiele, 2021.
While some companies have successfully integrated long-term CSR commitments, such as
Vodafone Ghana's "Kindred Hearts" campaign, others have come under fire for allegedly
having conflicting social responsibility declarations. Using Lii and Lee's (2012) scepticism
paradigm, this study investigates how customer scepticism moderates the link between CRM



and BE to determine if scepticism reduces or boosts the benefits of CRM in an emerging market

context.

Fewer studies have looked at CRM's efficacy in emerging markets, where consumer scepticism
and brand perception are influenced by various socioeconomic circumstances (Moharam and
Yacout, 2024; Pandey et al. 2024), despite earlier research on the topic's influence on consumer
behaviour in developed economies (e.g., Deb, Sharma, and Amawate, 2021; Amawate and Deb
2021). Integrating Aaker's (1991) and Lii and Lee's (2012) frameworks, this study builds on
previous research by examining how BE mediates and how scepticism moderates CRM
effectiveness in Ghana. Thereby offering a more sophisticated perspective on CRM's function
in developing markets, contributing both theoretically to marketing research and practically to
firms looking to maximise CRM tactics in settings where trust is crucial. Cause-related
marketing, or CRM, has emerged as a key tactic for companies looking to sway customer
decisions by supporting social causes. However, its efficacy differs from market to market and
is impacted by elements including customer scepticism and brand equity (BE) (Effah and
Hinson 2022; Amoako et al. 2024). Knowing how CRM influences consumer behaviour is
essential in Ghana, an expanding market with changing consumer expectations, financial
limitations, and worries about company transparency. With BE acting as a mediator and
scepticism acting as a moderator, this study attempts to assess the influence of CRM on
purchase behaviour to shed more light on this complex relationship.

A key factor in customer decision-making, brand equity (BE) affects trust, preference, and
intention to buy (Shrestha et al., 2023). The four components of BE—brand awareness, brand
associations, perceived quality, and brand loyalty—are based on Aaker's (1991) Brand Equity
Theory. According to this study, buying intention is strengthened when CRM improves
BE.CRM's capacity to improve BE in Ghana, where a large number of consumers respect CSR
but are also wary of brand legitimacy, depends on how well it is implemented. Multinational
companies like MTN Ghana, for instance, have effectively incorporated long-term social
activities (such as educational support programs) to develop BE and reinforce favourable brand
connotations. CRM increases perceived brand value and builds trust in these situations, which
raises purchase intention (Pereira et al., 2024). On the other hand, CRM initiatives may be less
effective at fostering BE and, in turn, influencing consumer behaviour if they come across as

erratic or opportunistic (Wang et al. 2025).



This study, therefore, postulates that BE functions as a mediating variable, i.e., that CRM
enhances BE rather than directly influencing purchase intention. Customers are more inclined
to interact with a company and make more purchases if it successfully matches its CRM
endeavours with their expectations and cultivates a strong, trustworthy brand image. CRM has
the potential to improve BE, but to what extent depends on consumer scepticism, which varies
greatly in Ghana. According to Lii and Lee (2012), consumer scepticism is the propensity of
consumers to question the authenticity of corporate social activities. VVarious obstacles, such as
inconsistent CSR commitments, perceptions of "CSR-washing," and previous business failures

to fulfil social claims, contribute to scepticism towards CRM in Ghana.

According to this study, customer scepticism can either amplify or diminish the impact of CRM
on BE, acting as a moderating variable. Customers are more likely to view CRM initiatives as
genuine when scepticism is low, which supports BE and favourably affects purchase intention.
However, a high level of scepticism can undermine trust, diminishing BE's mediating role and
CRM's ability to influence consumer behaviour. Examples of this include situations where
brands are seen as taking advantage of social concerns for financial gain without demonstrating
a sincere commitment. Given its consistency and long-term dedication, Vodafone Ghana's
(Telecel) "Kindred Hearts" initiative, for instance, has been well received. However, other
brands that run short-term or poorly communicated CSR campaigns may encounter scepticism,

which would have a smaller impact on BE and, in turn, less influence over consumer behaviour.

This study combines scepticism as a moderator with BE as a mediator to produce a thorough
framework for comprehending CRM's efficacy in Ghana:

1. CRM — BE — Purchase Intention: CRM improves BE, which raises purchase intention.
2. CRM x Scepticism — BE — Purchase Intention: A high level of scepticism reduces the
influence of CRM on purchasing behaviour by weakening the CRM-BE link. Low scepticism,
on the other hand, makes this association stronger. This study expands prior CRM research into
an emerging market environment where confidence in corporate social responsibility programs
is still developing by utilising Lii and Lee, (2012) scepticism framework and Aaker's (1991)
Brand Equity Theory. Both theoretical contributions to marketing literature and useful
information for companies looking to use CRM tactics that successfully boost BE while

reducing scepticism will be provided by the findings. For brands operating in Ghana and
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comparable countries, where customer trust is crucial to CRM's performance, it is vital to

comprehend these aspects.

Cause-related marketing (CRM) is becoming a more popular tactic for firms seeking to
improve brand perception and impact consumer purchase behaviour. However, its success is
not assured and is influenced by factors such as brand equity (BE) and customer scepticism,
especially in emerging countries like Ghana. Given Ghana's quickly changing business climate,
where consumers are becoming increasingly discerning and sceptical of corporate social
responsibility (CSR) initiatives, understanding the factors that promote or impede CRM
performance is crucial. This study intends to assess the impact of CRM on purchase behaviour,
using BE as a mediator and scepticism as a moderator, and to provide actionable insights for

organisations operating in Ghana and similar countries.

Businesses in Ghana are increasingly using CRM as part of their marketing efforts. While some
organisations have effectively used CRM to establish strong brand equity and consumer
loyalty, others have faced criticism for apparent insincerity. For example, MTN Ghana's long-
term investment in educational and healthcare projects has improved brand reputation and
consumer trust, resulting in higher customer retention. In contrast, some financial institutions
and telecoms companies developed short-lived, publicity-driven CSR programs that were

viewed with scepticism, weakening their intended impact.

Similarly, CRM success has been uneven in other emerging markets. In South Africa,
companies that failed to align their CRM campaigns with genuine long-term commitments
faced consumer distrust, which reduced campaign effectiveness (Moeti, 2022). In Nigeria,
Coca-Cola and other brands have successfully used CRM to strengthen their market position
through community-centered initiatives. These examples underscore the need for a more
thorough understanding of how CRM influences consumer behaviour in Ghana, specifically
through the moderating effect of scepticism and the mediating role of BE. The study will shed
light on how BE may be improved by CRM, which in turn increases consumer purchase
intention. Businesses can use these results to create CRM programs that improve perceived
brand quality, strengthen favourable brand associations, and foster enduring customer loyalty.
Instead of short-term marketing that might not produce long-term brand value, brands can

concentrate on consistent, open, and effectively articulated CRM efforts. The results will
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demonstrate how scepticism limits the efficacy of CRM, assisting companies in formulating
plans to allay customer scepticism and foster confidence. Through constant contact with
customers, guaranteeing transparency in their CSR commitments, and coordinating CRM
initiatives with genuine corporate values, businesses can learn to overcome scepticism. For
instance, companies can engage customers in the decision-making process and present actual
success stories from their CRM projects to build confidence. Businesses can assess whether
their CRM efforts improve brand perception or if alternative strategies are required by knowing
how BE mediates CRM's impact on purchasing behaviour.

For brands with high levels of consumer scepticism, the study will provide insights on whether
it is necessary to first strengthen consumer trust before launching CRM campaigns. The
research will assist marketers to be more efficient in allocating resources, ensuring that CRM
efforts contribute to long-term brand growth rather than being perceived as merely promotional
tactics. This study will also provide Ghanaian businesses with enlightening, fact-based
recommendations by examining the relationship between CRM, BE, and scepticism. It will
help companies refine their CRM strategies to increase brand value, reduce scepticism, and
ultimately impact consumer purchasing decisions. These findings will be important for
marketing professionals, brand managers, and corporate strategists who want to build CRM
campaigns that engage Ghanaian customers and provide sustainable competitive advantages in
the market.

A subject that the brand's customers support is considered socially relevant. The easy
accessibility of clean water, improved sanitation facilities, the elimination of extreme poverty
and hunger, the fight against non-communicable diseases, sustainability in the environment,
and a decrease in mortality among children were the top causes that Ferraris et al. (2020)
discovered that their participants were interested in. In the context of Africa, all of these are
undoubtedly expressed in the Sustainable Development Goals of the UN (van Norren 2022;
Nhamo, Dube and Chikodzi 2020) CRM techniques are currently gaining traction in both
developed and developing nations due to the growing emphasis on sustainability (Bhatti,
Galan-Ladero and Galera-Casquet 2023).

55% of consumers have been willing to pay more for sustainable brands, according to the

Nielsen sustainability report 2014 (Aggarwal and Singh 2019). Nevertheless, a thorough
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analysis of the CRM literature shows that the majority of CRM research is focused in the United
States (Christofi et al. 2020a; Park, Hoeffler and Keller 2023; Patel et al. 2023; Thomas, Kureshi
and Vatavwala 2020: 23).

The review of the literature indicates that more research is necessary to address scepticism,
particularly in poorer nations where CRM is a relatively new issue (Deb and Amawate, 2020;
Chaabouni, Jridi and Bakini 2021; Arslan et al. 2020; Chang and Cheng 2015). Moreover, the
literature mostly lacks mediating constructs like BE. Given the foregoing, the current study on
CRM and customer purchasing behaviour was conducted to fill in the gaps in the literature and
context in Ghana. It uses BE as a mediator and scepticism as a moderator. Ghana, a country in
West Africa, is experiencing tremendous social and economic change. The Ghanaian market
offers a ripe opportunity for companies looking to grow and gain a foothold in the area to take
advantage of the country's expanding middle class and rising purchasing power. The dynamics
of consumer behaviour and marketing strategies are gaining more attention from scholars as
well as practitioners due to socioeconomic development and shifting consumer preferences
(Zhang and Chang, 2021). CRM has become a popular tactic used by Ghanaian businesses to

promote both positive social change and increased sales in recent years (Akolaa et al. 2023).

To produce shared benefits for the firm and society at large, CRM entails aligning corporate
brands with social causes (Holiday et al. 2021). Companies in Ghana are learning more
about CRM's advantages for enhancing societal welfare, fostering customer loyalty, and
enhancing brand image (Kodua et al. 2022). These benefits range from supporting healthcare and
education initiatives to advocating for environmental sustainability and poverty alleviation

programmes.

However, research on the impact and effectiveness of CRM efforts on Ghanaian consumers'
purchasing behaviour is still lacking (Coffie and Hinson 2021; Twineboah-Koduah and Coffie
2024). Businesses hoping to negotiate the intricacies of the local market and establish deep ties
with their target audience must comprehend how Ghanaian consumers view and react to CRM
initiatives (Mak et al. 2023; Femi-Oladunni et al. 2023). The notion of consumer purchasing
behaviour, which includes the attitudes, beliefs, and decision-making processes that affect
consumers' choices and actions in the marketplace, is at the centre of this study (Lavuri et al.
2023). For marketers and companies looking to prosper in this dynamic and cutthroat
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environment, understanding the elements that influence customer purchase behaviour is
crucial, especially in Ghana, where cultural values, socio-economic considerations, and market

dynamics come together.

The analysis is further complicated by the function of BE as a mediator in the connection
between CRM and consumer purchasing behaviour. Among the intangible assets and
associations that consumers associate with a brand are awareness of the brand, perceived
premium quality, loyalty to the brand and brand associations. These elements are together
referred to as BE (Tasci 2021; Parris and Guzman 2023). Businesses looking to establish
strong, enduring brands in Ghana must comprehend how CRM campaigns affect BE and, in
consequence, customer purchase intentions. Additionally, consumer scepticism seems to be a
critical component that may lessen the relationship between CRM and consumer purchasing
behaviour. (Fan et al. 2020; Schamp et al. 2023). Marketing professionals who want to navigate
the complexities of consumer perception and behaviour must understand the extent to which
Ghanaian consumers show scepticism toward corporate social initiatives in a socio-cultural

context where trust and credibility play critical roles in consumer decision-making.

The study aimed to examine the influence of CRM on the purchasing decisions of Ghanaian
consumers, with a focus on the mediating function of BE and the moderating effect of consumer
scepticism. This study intended to explore these processes to offer significant insights for
stakeholders, firms, and policymakers who wish to utilise marketing to promote social good and
sustainably growth of their enterprises. In Ghana, it also sought to clarify the fundamental
processes influencing how customers respond to CRM initiatives.

1.3 Research Problem

CRM has evolved as a popular technique for brands to identify with social concerns while
increasing sales and improving brand image. However, the effectiveness of CRM in
influencing consumer purchasing behaviour is contingent upon various factors, including
consumer scepticism and BE. Science has shown how important CRM is for enhancing a
company's reputation, fostering a long-term favourable customer attitude, and increasing
profitability (Fan et al. 2020; Vrontis, Christofi and Katsikeas 2020; Schamp et al. 2023).
Additionally, companies have purposefully used CRM to promote brand positioning,

differentiation, and trial (Thomas et al. 2020; Piao et al. 2024). Global corporate spending on
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CRM has grown dramatically over the last 20 years, from $816 million in 2002 to over $2.05
billion in 2017 (Woodroof et al. 2019). With a 3.7% growth over 2015, the projected global
investment in CRM was $2 billion in 2016 (Strizhakova and Coulter 2019). CRM _investments
have increased by 6% annually on average over the last ten years, with $2.24 billion invested
in the United States alone in 2019 (Bhatti, Galan-Ladero and Galera-Casquet 2023; Schamp et
al. 2023). This rate of growth is higher than the total amount spent on marketing, indicating

that CRM is a popular tool for marketers.

Businesses all over the world have been investing much more in cause-related marketing in
recent years because they understand how it can boost long-term profitability, build stronger
relationships with customers, and improve brand equity (Vrontis et al., 2020). Big businesses
are using CRM activities to stand out in competitive markets by incorporating social
responsibility into their branding strategies. Global spending on CRM campaigns has
increased, according to industry reports, as companies devote significant funds to socially
conscious marketing initiatives (Silva et al., 2020). CRM has been thoroughly researched in
developed economies, but its usefulness and use in developing nations like Ghana are still
poorly understood (Wavei, 2023), leaving a significant knowledge gap that calls for more

scholarly research.

Multinational firms are using CRM more and more as a tactic to increase customer loyalty and
trust as they grow their operations in Africa and other emerging economies.
CRM efforts have special prospects in developing nations, but localised research is necessary
to assure efficacy because consumer views towards CRM and corporate social responsibility
(CSR) differ greatly from those in the West. Without a thorough grasp of how CRM affects
consumer behaviour in these areas, companies run the danger of running unsuccessful
campaigns that don't build brand value or consumer trust. A large portion of the CRM literature
now in publication assumes that customer reactions to CRM are universal; yet, consumers'
perceptions of CSR programs are influenced by economic, social, and cultural aspects. The
environment for CRM effectiveness in Ghana is unique due to financial limitations, corporate
cynicism, and community-based philanthropic expectations. Ghanaian consumers are more
likely to wonder whether CRM initiatives address local social needs or are just profit-driven
branding exercises, in contrast to Western markets where consumers may reward brands for

aligning with global social causes (such as sustainability, gender equality, and climate action).
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Consumer scepticism, defined as the tendency to doubt the objectives underlying a brand's
CRM initiatives, can dramatically decrease the influence of CRM on purchase behaviour.

Sceptical customers may question whether a brand is truly dedicated to a cause, which makes
them less receptive to CRM marketing (Lii and Lee 2012). Customers' scepticism of CRM is
growing, especially in developing nations like Ghana where their knowledge and expectations
of CSR are changing (Ghana Statistical Service 2022), it is crucial to understand how

scepticism influences the effectiveness of CRM.

Even though CRM is a prominent study topic, most studies have focused on Western nations
(Thomas et al. 2024; Bhatti, Galan-Ladero and Galera-Casquet 2023; Chaabouni, Jridi and
Bakini 2021; Thomas, Kureshi and Vatavwala 2020; Thomas and Kureshi 2020). The existing
literature on CRM is mostly dedicated to industrialised economies, with less attention being
paid to emerging countries like Ghana (Bhatti et al., 2022). Studies on the identification of
customer incentives that have the potential to significantly impact CRM behaviour outcomes
are scarce (Bergkvist and Zhou 2021; Vrontis et al., 2020). Additionally, despite its widespread
use, scholarly researchers are just now starting to investigate how customers perceive and react
to CRM offerings (Holiday et al. 2021; Vrontis Christofi and Katsikeas 2020). To better
understand why individuals, do or do not respond favourably to promotions with a social

component, it is vital to look into how consumers view CRM efforts.

Studies on the effectiveness of CRM have yielded conflicting findings. In some research,
organisations' CRM campaigns have been found to elicit favourable behaviour from customers.
(Akolaa et al. 2023; Sodero 2022). But according to some research, CRM initiatives have a
detrimental effect on consumers' intentions to make repeat purchases (Suryavanshi et al. 2023;
Bae 2018; Amawate and Deb 2021). Consumer scepticism, a phenomenon that has received
little attention, is a good way to illustrate the adverse assessment of CRM initiatives (Chang
and Kwak 2023; Holiday et al. 2021; Thomas and Kureshi 2020; Bae 2018). In developing
nations like Ghana, CRM is still in its infancy. As a result, there is less confidence in the
organization's real participation in CRM operations (Thomas and Jadeja, 2021), which leads to
CRM scepticism (Thomas et al., 2023).

CRM research has mostly focused on how companies have developed and implemented various
CRM programs (Chang and Kwak 2023; Holiday et al., 2021; Christofi et al., 2020a). Even

though customers' scepticism regarding CRM is significant and important, there are not many
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studies on its causes and effects (Deb et al., 2021; Rego and Hamilton 2022; Bae 2018). The
current study sought to address a gap in the CRM literature by investigating scepticism as a
mediator in the relationship between CRM and customer purchase behaviour. Moreover,
mediating notions such as BE are mostly absent from the literature. Therefore, using BE as a
mediator and customer scepticism as a moderator, this study evaluates the impact of CRM on

how customers make purchases in the Ghanaian setting.

Academic research on consumer scepticism towards cause-related marketing (CRM) is still
lacking, especially in developing nations like Ghana. Fewer studies have looked at the degree
to which scepticism moderates this link, particularly in situations where trust in corporate social
responsibility (CSR) activities is brittle (Heinberg et al., 2021; Koykka, 2024). Previous
research has assessed the overall effectiveness of CRM in influencing consumer behaviour.
There is a dearth of empirical research that systematically examines scepticism as a moderator
in the CRM-purchase intention relationship, despite some studies (e.g., Lii and Lee, 2012;
Mohr et al., 1998) acknowledging that scepticism can influence consumer responses to CSR
and CRM initiatives. Previous research has mostly examined scepticism as a general customer
attitude rather than examining how it affects the efficacy of CRM initiatives (Deb et al., 2021;
Deb, 2021; Deb and Amawate, 2020). It is still unclear to what extent scepticism improves or

degrades CRM results, especially in areas where consumer mistrust is high.

The majority of studies on CRM scepticism have been carried out in established countries, such
as the United States and Europe (Deb et al., 2020), where customer perceptions of corporate
social responsibility and transparency are different from those in emerging economies. In
Ghana, scepticism is influenced by particular elements such as past corporate mismanagement,
patchy CSR initiatives, and public mistrust of companies' social pledges. The majority of CRM
literature hardly ever takes these contextual factors into account. It's unknown whether
scepticism works similarly in Ghana as it does in Western contexts because there is not much

research that sheds light on how Ghanaian consumers view and react to CRM initiatives.

Scepticism undermines the proposition made by many CRM research that cause-related efforts
result in consistently good consumer responses. Customers may view CRM initiatives as profit-
driven rather than charitable when scepticism is high, which would decrease their efficacy. To

ascertain when and how CRM can be truly compelling, marketers must have a thorough
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understanding of scepticism. Businesses run the risk of spending money on CRM programs

that don't result in significant customer interaction if they don't address scepticism.

Although scepticism is acknowledged as a difficulty in CRM literature, its role as a moderating
variable is not well discussed theoretically (Deb et al., 2021). Furthermore, the reasons why
scepticism increases or decreases the effect of CRM on brand equity and purchase intention
have not been adequately explored in prior research. Incorporating scepticism as a crucial
component that influences customer responses in the CRM framework, this study seeks to close
that gap. This study seeks to bridge these gaps by empirically testing scepticism as a moderator
in the link between CRM, brand equity, and purchase intention and examining scepticism in
the Ghanaian market while taking socioeconomic and cultural aspects that affect customer trust
into account. In doing so, this study will advance a more sophisticated comprehension of CRM
efficacy and offer practical suggestions for companies looking to use CRM tactics in Ghana

and other emerging markets.

In developing nations like Ghana, consumers' mistrust of cause-related marketing (CRM) is
growing as a result of several social, cultural, and economic factors. Scepticism in Ghana is
influenced by underlying structural issues, past business behaviour, and changing consumer
awareness, in contrast to scepticism in Western markets, which frequently results from
excessive exposure to corporate social responsibility (CSR) marketing or worries about
greenwashing. A large number of Ghanaian businesses have a track record of implementing
sporadic, short-lived CSR projects that seem opportunistic rather than sincere. Customers are
becoming increasingly sceptical of whether CRM programs are genuinely motivated by profit
or are just a ploy after seeing firms utilise marketing campaigns to advance social causes yet
break long-term promises. As an example, certain banking and telecommunications companies
in Ghana started CSR initiatives centred on healthcare and education but abruptly stopped them

without providing an explanation, raising questions about the genuineness of the companies.

Ghanaian customers are becoming more price-sensitive due to economic uncertainty and
growing inflation, which makes them wonder if businesses care about social problems or if
they are just using CRM as a marketing gimmick to support higher costs. Many Ghanaians
place a higher value on affordability than corporate social responsibility, in contrast to
consumers in affluent Western countries who might have more disposable means to support

ethical firms (Eduful, 2019; Nordhagen and Demmler, 2023). For example, a consumer facing
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financial strain may view a company’s claim of donating a percentage of profits to charity as a

marketing gimmick rather than a true commitment to social change.

Mistrust of firms' promises of social responsibility is exacerbated by the perception of
pervasive corporate and governmental corruption. Ghanaian customers frequently wonder if
the money allotted for CRM projects truly reaches the right people or if it is being abused for
company branding and tax savings. Also, Ghana's enforcement of CSR promises is laxer than
in Western countries, where robust regulatory organisations and independent watchdogs keep
businesses accountable. This makes it simpler for firms to take advantage of CRM for PR
without producing noticeable results. Community structures, not corporate initiatives, are the
foundation of social responsibility and generosity in Ghanaian society. Customers frequently
anticipate that companies would give back to the community in ways that reflect regional
cultural values and long-standing customs of charitable giving. CRM initiatives that don't
involve community stakeholders or appear out of step with local values could be perceived as
being unauthentic, alien, or out of step with local demands (Mainwaring, 2021; Hughes et al.,
2025). For instance, a multinational company launching a CRM campaign without consulting
local authorities or participating in community discussions may encounter resistance since the

project can be perceived as being forced rather than developing naturally.

Due to more internet usage and social media exposure, Ghanaian customers are growing more
knowledgeable about international business practices. They can compare the CSR initiatives
of multinational firms in Western and African nations since they have access to data on how
these companies function in various markets. Companies’ motives are viewed with suspicion if
they are thought to be investing less in African markets. For example, a company that donates
large sums to social causes in Europe but offers only symbolic CRM efforts in Ghana might be

called out on social media for corporate double standards.

Tabe 1.1 How Scepticism in Ghana Differs from Western Markets

Factors Scepticism in Ghana Scepticism in Western Markets

Corporate Rooted in concerns about Rooted in fears of greenwashing

Transparency corruption and weak and deceptive advertising.
accountability.
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Economic Consumers prioritize Consumers may be willing to pay

Priorities affordability over ethical more for ethical brands.
branding.
CSR Expectations | Preference for long-term, Focus on measurable sustainability
community-driven impact. and social justice efforts.
Trustin Scepticism is heightened by Consumers may trust independent
Institutions weak regulatory oversight. watchdogs to hold brands

accountable.

Exposure to Awareness of disparities in More focus on whether brands
Global CSR CSR investments between meet environmental, social, and
Trends Africa and the West. governance (ESG) standards.

Brands can improve their reputation, lessen scepticism, and boost the efficacy of their CRM
campaigns in Ghana by addressing these issues. Research in developed markets indicates that
CRM's influence on customer purchasing behaviour is strengthened by brand equity; however,
little is known about how this relationship plays out in African markets, where brand trust is
frequently brittle (Amoako et al., 2021).

Similarly, although cynicism has been recognised as a hindrance to CRM efficacy, its
moderating function in emerging markets, where past business wrongdoing, lax regulatory
oversight, and economic hardship intensify consumer scepticism, has not been sufficiently
explored in previous research (Deb et al., 2021). Academics and business professionals must
comprehend how BE mediates and how scepticism limits CRM's impact in Ghana. Academic
research must advance to offer evidence-based insights that guide successful and culturally
appropriate CRM strategies as more businesses increase their CRM investments in Africa.
Probing how CRM, brand equity, and scepticism interact, this study will further CRM theory
and offer practical suggestions for companies wishing to use socially conscious marketing

techniques in Ghana and other developing nations.

The need to comprehend how CRM works in non-western economies is highlighted by the
growing global investment in CRM. Businesses run the risk of wasting money on CRM
initiatives that don't connect with consumers in emerging economies if they don't conduct
region-specific research. By investigating how CRM affects customer buying behaviour in

Ghana, with brand equity acting as a mediator and cynicism acting as a moderator, this study
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seeks to close this gap and offer both theoretical insights and real-world applications for

businesses doing business in developing nations.

In the paradigm of cause-related marketing (CRM), scepticism moderates the degree of CRM's
influence, whereas brand equity (BE) mediates the relationship between CRM and consumer
purchasing behaviour. These two factors don't work alone; rather, they collaborate to greatly

influence how successful CRM campaigns are, especially in developing nations like Ghana.

The value that customers attach to a brand based on awareness, perceived quality, brand
associations, and brand loyalty is known as brand equity (BE) (Aaker, 1991). In the context of
CRM, a business can improve its brand equity through cause-related marketing by building
favourable brand associations and raising perceived brand credibility. This, in turn, increases
consumer trust and emotional attachment to the brand, which in turn influences purchase
intention (Lazaroiu et al., 2020). Instead of immediately increasing consumer purchases, CRM
boosts BE, which in turn increases consumer purchasing behaviour (Fiiwe et al., 2023). For
instance, a telecom business in Ghana that contributes a portion of its earnings to educational
initiatives might build brand equity by projecting an image of social responsibility. Even if
consumers were originally uninterested in the CRM effort, they are more inclined to prefer BE

over rival brands as it expands.

Customers' propensity to question the authenticity of a company's CSR initiatives is known as
scepticism (Lii and Lee, 2012). At high levels of scepticism, customers may doubt the real
intentions of CRM initiatives, believing that they are motivated more by financial gain than by
sincere social concern. Scepticism diminishes CRM's impact on BE, preventing consumers
from developing strong positive associations with the brand (Deb et al., 2021). As a result,
strong suspicion can lessen BE's mediating effect, which in turn lessens CRM's influence on
consumer behaviour, even when a business uses CRM. For example, a Ghanaian customer's
scepticism prevents the development of positive brand equity if they think a bank's CRM
initiative (such as tree-planting initiatives) is just a publicity gimmick. This means that the

campaign is unlikely to influence their purchasing decisions.

CRM enhances brand equity and strengthens purchase intent when customers believe in a
company's social endeavours (Alam et al., 2021). This indicates that BE has a strong mediating
influence since CRM effectively raises brand loyalty and image. For instance, BE mediation

will be stronger for a well-known beverage company in Ghana with a track record of regular
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social responsibility initiatives since customers will find its CRM reliable. The CRM-BE
relationship is weakened by high scepticism, which makes it more difficult for CRM initiatives
to improve brand perceptions (Deb et al., 2021). CRM may even create unfavourable brand
connections if scepticism is excessive, which would result in brand distrust rather than equity
(SOZER, 2019). For instance, a fast-food business that runs a CRM campaign promoting health
measures while also facing criticism for its unhealthy cuisine may be rejected outright by

suspicious customers, negating any possible benefits in brand equity.

Scepticism can reduce BE's impact on purchase intention, even when CRM effectively
increases BE (Deb et al., 2021). This implies that even customers who recognise a strong brand
equity may be hesitant to buy if they continue to have doubts about the company's intentions.
For example, even when a customer values a fashion brand's sustainable apparel program
(strong BE), they may still decide not to buy from them if they believe the brand is engaging
in greenwashing. Businesses operating in Ghana must comprehend this dynamic since there is
growing suspicion about CSR initiatives, and implementing CRM methods mindlessly without
addressing this scepticism could fail (Data, 2014). To guarantee that CRM builds brand equity
and eventually encourages customer purchases, businesses must proactively endeavour to
lower mistrust (for example, by openness, sustained CSR commitments, and community
involvement). Examining this interaction empirically in a developing market advances CRM
theory and offers insights that assist companies in Ghana and elsewhere in creating more
successful CRM strategies (Opoku et al., 2025).

Consumer scepticism moderates this process by either strengthening or weakening the strength
of these relationships, but cause-related marketing (CRM) indirectly influences consumer
purchasing behaviour by boosting brand equity (BE), which in turn strengthens positive
consumer attitudes and increases purchase intentions (Conde, 2024). The main mechanisms

through which BE functions as a mediator and scepticism as a moderator are:

Brand awareness mechanism- Linking the brand to social problems through CRM efforts raises
brand awareness among consumers. Enhanced awareness improves brand recall and
acquaintance, resulting in a higher possibility of consumer engagement and purchase (Opoku
et al., 2025). For instance, when a telecom provider in Ghana collaborates with a rural

education program, it becomes more visible, which raises customer preference and awareness.
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Perceived Brand Credibility and Trust Mechanism- CRM programs can convey corporate
authenticity, enhancing the brand's perceived legitimacy and dependability (Safeer and Liu,
2023). Stronger emotional ties to the brand result from increased trust, which increases
consumer support for it. For example, if a financial institution consistently supports women’s
entrepreneurship programs, consumers may perceive it as socially responsible and ethical,

increasing trust and engagement.

Positive Brand Associations Mechanism- CRM initiatives reinforce a positive brand image by
establishing connections between the brand and socially desirable values. Strong brand
associations can lead to higher emotional attachment, making consumers more likely to favour
and advocate for the brand (Japutra et al., 2018). For instance, by associating with clean water
projects, a beverage brand in Ghana may create favourable connections that appeal to the local

population and raise its perceived level of social responsibility.

Brand Loyalty and Purchase Intention Mechanism- When CRM enhances BE, customers
become more devoted to the brand and make more frequent purchases (Alam et al., 2021).
Selecting a brand that shares their values increases the likelihood that consumers will stick with
it over time. An example might be a clothing company that regularly contributes to children's
education, which could draw in socially conscious customers who would otherwise choose to
buy from rivals. In effect, CRM improves associates, loyalty, credibility, and brand

recognition, all of which increase purchasing behaviour.

Scepticism is a moderator that either neutralises or weakens the mediation effect of BE. It
affects CRM's impact at three crucial points: Moderating the CRM — BE Link - High
scepticism weakens the formation of brand equity by reducing consumers' belief in the sincerity
of CRM campaigns; If scepticism is high, CRM efforts may be perceived as opportunistic or
profit-driven, which will prevent BE from developing. For instance, a cosmetics company that
is promoting an anti-child labour campaign while facing accusations of unethical labour
practices may encounter consumer scepticism, rendering CRM ineffective in bolstering BE
(Lazaroiu et al., 2020).

Moderating the BE — Consumer BehaviourLink-Scepticism can lessen the influence of BE on

purchasing behaviour, even in cases where CRM successfully improves BE. Even though a

company has strong brand equity, consumers who have doubts about its intentions may,

nevertheless, choose not to buy (SOZER, 2019). For instance, a Ghanaian bank that supports
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youth employment initiatives may have a high BE, but customers may decide not to create
accounts if they believe there are hidden fees or unethical banking practices. Directly
Influencing CRM Perceptions- Scepticism can result in reactance, where customers actively
reject CRM initiatives in markets where corporate mistrust is prevalent (Teah et al., 2023). For
instance, scepticism might make CRM initiatives a reputational liability rather than an asset if

an oil business starts a campaign on environmental sustainability but has a history of pollution.

Brand equity mediates CRM's impact on consumer behaviour by enhancing awareness, trust,
positive associations, and loyalty. Consumer scepticism moderates this process by weakening
or neutralising the CRM — BE — Purchase Behaviour link. In high-septicism environments
like Ghana, businesses must actively combat scepticism to ensure that CRM strategies

successfully translate into increased consumer engagement and sales.

In developing markets like Ghana, where consumer decision-making is frequently impacted by
elements like perceived quality, corporate reputation, and brand credibility, brand equity (BE)
is especially important in forming consumer trust and loyalty (Opoku et al., 2025). By creating
favourable brand associations, BE increases trust, which in turn promotes enduring customer
loyalty. The main ways that BE builds loyalty and trust in the Ghanaian market are discussed

below.

Brand Credibility and Reliability- Concerns about corporate accountability, product
authenticity, and business ethics often result in low trust in emerging markets. Strong brand
equity indicates that a company is trustworthy, dependable, and consistent, which lowers
uncertainty and boosts consumer confidence in the brand. For instance, a well-known Ghanaian
bank with a track record of ethical business practices and financial stability will be seen as

more trustworthy and will be preferred by customers over less respectable rivals.

Perceived Quality and Consistency- Similar to consumers in many emerging economies,
Ghanaian consumers place a high importance on consistent service and dependable products
when selecting brands. Because a high-equity brand is linked to great quality, customers are
more likely to have faith that it will live up to their expectations (Tran and Nguyen, 2022). As
an illustration, a nearby food processing business that continuously produces hygienic, high-

quality goods would win over customers' trust even if rivals provide cheaper costs.
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Positive Brand Associations and Reputation: When favourable brand associations with moral
business conduct are encouraged, corporate social responsibility, and superior performance,
BE increases consumer trust. Consumer trust is gained more quickly by companies recognised
for their social impact and cause-related marketing (CRM) efforts than by those thought to be
only focused on making money (Tran and Nguyen, 2022). For instance, a Ghanaian telecom
provider that regularly funds rural education initiatives will build a solid reputation and
increase customer loyalty. Strong emotional ties between consumers and high BE brands
increase brand preference and attachment levels. Brands that interact with local communities
tend to experience higher levels of loyalty in Ghana, where consumers place a high emphasis
on interpersonal relationships and community involvement (Palazzo et al., 2020). For example,
a beverage firm can foster a feeling of community and brand loyalty by regularly supporting
regional celebrations and cultural events. Since they are risk-averse and have little extra money,
consumers in emerging regions might stick with well-known brands. High BE brands give
customers a sense of dependability, excellent experiences, and perceived security, which makes
switching difficult (Safeer and Liu, 2023). For instance, even if a competitor provides reduced
transaction costs, a Ghanaian customer who has regularly used a specific brand of mobile
money service (such as MTN MoMo) may be reluctant to transfer because of familiarity and
trust. Social influence and word-of-mouth advertising are important factors in determining
customer choices in Ghana. Positive recommendations and natural referrals are enjoyed by
high BE brands, which strengthens customer loyalty (Alam et al., 2021). For instance, a
cosmetics company that uses natural, regional components might profit from strong peer

recommendations, which would guarantee recurring business.

Price sensitivity may cause consumers to prioritise affordability over brand loyalty, even for
high-equity brands; counterfeit and informal markets: the presence of counterfeit products may
erode brand trust, forcing companies to actively protect their brand reputation; and consumer
scepticism: some consumers may doubt corporate intentions, especially when past unethical
business practices exist (Mmboga, 2023). These market-specific challenges can affect BE's
effectiveness despite its positive effects. To maximize trust and loyalty, businesses in Ghana
should invest in transparency and authenticity. Share information about product sources, social
efforts, and quality assurances to minimise scepticism and increase confidence and loyalty
(Debetal., 2021). Strengthen local engagement by encouraging neighborhood-based initiatives
to create favourable emotional connections with the brand. Preserve consistent quality to
strengthen customer confidence, guarantee product dependability and superior customer
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service (Teah 2023). Leverage word-of-mouth and influencer marketing to increase favourable
brand perceptions, use social networks and dependable individuals. Credibility, quality
perception, emotional attachment, and brand familiarity are all reinforced by brand equity,
which greatly increases consumer trust and loyalty (Opoku et al., 2025). In Ghana, however,
businesses must be proactive in preserving and enhancing their brand equity to maintain long-
term customer loyalty due to factors like scepticism, financial limitations, and informal market

competition.

The Role of Septicism as a Moderator in Cause-Related Marketing (CRM) and Its Impact on
Consumer Purchasing Behaviourwas also considered significant in this doctoral thesis. The
relationship between cause-related marketing (CRM) and purchasing behaviour is moderated
by consumer scepticism, which can either increase or decrease CRM's efficacy (Sakinah and
Gayatri, 2024). Whether customers view CRM initiatives as sincere and effective or as
manipulative and self-serving depends on the level of scepticism. The ways that scepticism

affects CRM's impact, both positively and negatively, are broken down below.

High levels of scepticism might cause consumers to mistrust business intentions, which
diminishes CRM's capacity to boost brand equity (BE) and impact purchasing decisions
through the following mechanisms:

Questioning the Authenticity of CRM Campaigns- High-scepticism consumers are more likely
to think that businesses use CRM for financial gain than for true social responsibility, which
diminishes the efforts’ emotional appeal and legitimacy. For instance, when a telecom company
in Ghana launches a digital literacy campaign in rural areas, it can be viewed as a way to grow
its client base rather than having a significant impact, which would make sceptics reject the

idea.

Reduced Trust in Brand Equity (BE) as a Mediator- Sceptical Customers do not connect the
brand with significant change, which reduces CRM's capacity to positively impact brand equity
(BE). Consequently, purchase intention, perceived credibility, and brand trust are all reduced
(Conde, 2024). For instance, a fast-food company that supports health campaigns but is accused
of selling unhealthy goods may not be able to increase its brand equity because sceptics will

perceive a conflict in its customer relationship management initiatives.
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Negative Word-of-Mouth and Brand Backlash- Highly sceptical People may actively oppose
or critique CRM campaigns, a phenomenon known as consumer reactance. Rather than
increasing brand loyalty, CRM initiatives could lead to boycotts and bad press. For instance, if
a multinational oil corporation financing environmental sustainability projects in Ghana has a
track record of environmental destruction, it may face criticism, and customers may actively

steer clear of its products.

Increased Price Sensitivity over Social Cause Commitment- Sceptical customers may put
affordability ahead of brand purpose in developing markets like Ghana, where economic
considerations have a significant impact on purchasing decisions (Obemg, 2022). If customers
think CRM is merely a marketing ploy, they might choose less expensive options even if they
recognise a brand's social contributions. For example, a customer may decide to purchase a
brand of detergent that is inexpensive and not CRM rather than a slightly more costly brand
that contributes to clean water projects, unsure if the donation truly helps the neighbourhood.
In effect, a high level of scepticism damages CRM's efficacy by eroding consumer trust,
decreasing brand reputation, and raising campaign resistance (Tadimarri et al., 2024).

In certain instances, scepticism might increase the impact of CRM by motivating companies to
use more open, genuine, and socially conscious marketing techniques (Deb et al., 2021).
Sceptical customers pressure businesses to show them how their CRM initiatives are effective.
Brands gain more credibility and trust when they respond to scepticism with impact reports,
open communication, and third-party verification (Carson et al., 2023). For instance, a
beverage firm in Ghana that contributes a portion of its sales to clean water initiatives while
simultaneously offering yearly impact reports and independent audits may gain the confidence

of sceptics and encourage brand support.

Sceptical customers become more involved and brand loyal when they observe measurable
outcomes from CRM campaigns. Sceptics might be turned into brand champions by a company
that continuously demonstrates its dedication to a cause (Holiday et al., 2021). As an example,
a fashion firm that provides school uniforms to Ghanaian children from disadvantaged
backgrounds and frequently posts success stories and beneficiary testimonials may win over

customers' trust and convert scepticism into support.

Businesses are compelled by high scepticism to make sure that their CRM initiatives
complement their main company operations rather than being seen as an irrelevant add-on.
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When CRM is ingrained in a business's operations and mission, it appears genuine to sceptics
(Mattila et al., 2021). As an example, a Ghanaian renewable energy firm that supports clean
energy education initiatives is more likely to win people over than a fossil fuel company that

donates to environmental causes since the former has a greater cause-brand alignment.

Sceptical customers want more uniqueness and genuineness in marketplaces where many
brands use CRM. Companies that effectively handle scepticism differentiate themselves from
rivals, increasing customer preference and loyalty (Conde 2024). For instance, if several banks
in Ghana say they fund financial literacy initiatives, the one that actively participates in the
community, collaborates with non-governmental organisations, and displays quantifiable
advancements will be more trusted and retain customers. Consequently, when brands react
well, scepticism increases the impact of CRM by promoting transparency, enhancing brand

authenticity, and setting brands apart from rivals (Deb et al., 2024).

Customers trust CRM efforts, which leads to increased brand equity and higher purchase
intentions in the low scepticism scenario (CRM — High Brand Equity — Increased Purchases).
Example: A Ghanaian dairy company receives a lot of support from customers and repeat
business when it donates to child nutrition programs and reports on its impact regularly.
Customers doubt the integrity of the CRM, which results in weak or no brand equity increases
and little to no influence on purchasing behaviour (Lee and Charles, 2021). Example: Because
consumers perceive the CRM initiative as inconsistent, a tobacco firm that funds anti-smoking
initiatives may not be able to gain their trust. The role of Scepticism as a Beneficial Moderator
(CRM — Increased Authenticity — Stronger Brand Equity — Higher Purchases was hence
considered paramount. Scepticism encourages brands to enhance CRM tactics, increase
transparency and impact reporting, and increase trust and brand equity, leading to higher
purchases (Sakinah and Gayatri, 2024). For instance, a bottled water company may increase
sales and win over sceptics if it uses recyclable materials, makes donations to clean water

projects, and makes environmental effect statistics publicly available.

To guarantee CRM success in a market with a high degree of scepticism, businesses need to be
open and demonstrate impact by publishing impact reports, testimonies, and independent audits
(Deb et al., 2021) by making sure the cause aligns with the company's primary objective by
aligning CRM with fundamental business principles and again, involving customers,
communities, and non-governmental organisations in CRM activities. Scepticism either

reduces (if trust is low) or increases (if businesses actively address concerns) CRM's influence
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on consumer purchase behaviour (Priporas et al., 2020). Businesses must demonstrate the
sincerity of their CRM initiatives in developing nations like Ghana, where corporate

transparency is a developing concern, to win over sceptics and devoted customers.

The distinct economic, cultural, and market-specific characteristics of Ghana make it difficult
to study cause-related marketing (Opoku et al., 2025). These challenges impact data collection,
analysis, and the generalisability of findings. Data limitations, cultural differences in brand
perception, measuring scepticism, and business transparency are some of the particular
methodological challenges that come with studying CRM in Ghana. By adjusting measurement
tools, varying sampling strategies, employing longitudinal designs, and incorporating
qualitative insights, researchers can overcome these challenges and ensure comprehensive,
dependable, and significant research that accurately captures the dynamics of CRM in Ghana.
In a market like Ghana, where consumers' perceptions of brand authenticity are influenced by
cultural values, economic realities, historical corporate behaviour, and trust in firms, consumer
scepticism towards cause-related marketing (CRM) can be complicated (Kumar et al., 2020).
The measurement of scepticism and the difficulties in assessing CRM's influence in this regard

are discussed below.

In CRM, scepticism is the extent to which customers doubt the authenticity and intentions of a
business's socially conscious endeavours. Both quantitative and qualitative techniques, tailored
to Ghana's particular market features, can be used to evaluate it. There are several validated
scepticism scales that measure consumer doubt about corporate motives, such as Lii and Lee
(2012) and Forehand and Grier (2003). However, these need to be adjusted to account for
Ghana-specific factors, such as perceived corporate transparency, trust in business ethics,
impact perception and past corporate behaviour. A Likert scale survey (e.g., 1 = strongly
disagree to 5 = strongly agree) can capture degrees of scepticism across consumer groups.
Qualitative approaches offer deeper insights since scepticism can be emotionally motivated

and connected to individual experiences:

e Focus groups and customer interviews: Learn how consumers feel about CRM
marketing and whether their scepticism is influenced by prior experiences.

e Social Media Sentiment Analysis: Examining customer responses on Facebook,
LinkedIn, and Twitter can highlight scepticism by identifying critical or unfavourable

remarks about CRM initiatives.
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Observational Studies: Researching how customers interact with CRM campaigns

(such as their propensity to buy CRM-related goods) might reveal levels of trust.

A localised strategy that takes into account cultural factors, qualitative insights, and the

scepticism scales currently in use is needed to measure scepticism in Ghana (Opoku Mensah

et al., 2023). In the meantime, assessing the effectiveness of CRM poses difficulties, including

separating the impact of CRM, considering scepticism levels, and acquiring trustworthy

business data. CRM research in Ghana will become more accurate and offer useful information

to companies by resolving these methodological issues.

1.4 Research Aims and Objectives

This study uses consumer scepticism as a moderator and BE as a mediator to assess how CRM

affects customer purchase behaviour.

The objectives of this research were:

To explore consumers' understanding and attitude towards cause-related marketing in
Ghana.

To determine the influence of cause-related marketing on consumer purchase
behaviours.

To determine the mediating role of brand equity in the relationship between cause-
related marketing and consumer purchasing behaviour.

To determine the moderating role of consumer scepticism on the relationship between
cause-related marketing and brand equity.

To identify the moderating role of consumer scepticism on the relationship between
brand equity and consumer purchasing behaviour.

To establish the moderating role of consumer scepticism on the relationship between
cause-related marketing and consumer purchasing behaviour.

To develop a conceptual framework for studying Cause-related marketing and

consumer purchasing behaviour in the context of Ghana.

1.5 Research Questions

1.

What is the level of Ghanaian consumers’ understanding and attitudes towards cause-
related marketing?
What is the influence of cause-related marketing on consumer purchasing behaviour in

the Ghanaian contexts?
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3. What is the mediating role of brand equity on the relationship between cause-related
marketing and consumer purchasing behaviour in Ghana?
4. What The moderating role of consumer scepticism on the relationship between cause-
related marketing and brand equity?
5. What is the moderating role of consumer scepticism on the relationship between brand
equity and consumer purchasing behaviour?
6. What is the moderating role of consumer scepticism on the relationship between cause-
related marketing and consumer purchasing behaviour?
7. What is the conceptual framework for the study of cause-related marketing and
consumer purchasing behaviour in the context of Ghana?
1.6 Significance of the Study
The findings will have significant ramifications for academics, marketers, nonprofit
organisations, and legislators. Studying the factors that affect consumer behaviour, as well as
the part BE and consumer cynicism play in understanding the effects of CRM, will be beneficial
to academics. Scholars will benefit from knowing how the factors under investigation interact
directly, mediatedly, and moderately. Therefore, the results of this study could offer helpful
suggestions for further organised CRM research in Ghana. It is envisaged that businesses and
policymakers will gain insight into the elements that can reduce scepticism and improve BE,
enabling them to create more appropriate CRM activities. This study is the first of its type in
Ghana.

The research findings are likely to supplement and improve existing knowledge of CRM, its
effectiveness, and consumer purchasing behaviour, with BE serving as a mediator and
customer scepticism as a moderator. The findings of this study are intended to alert companies
to the possible disadvantages of CRM and encourage them to give careful thought to the

designs of their campaigns.

Additionally, company managers and marketers may create CRM strategies and
communications that encourage positive customer responses by knowing how scepticism about
certain CRM activities develops. Understanding the negative effects of CRM-related
scepticism might also motivate businesses to emphasise candour, openness, and transparency
in their CRM procedures. They will be better equipped to adopt sustainable practices that will
protect the environment and advance society as a whole. Furthermore, public leaders who

comprehend CRM scepticism will be able to create CRM regulations that shield customers
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from deceptive CRM messages and promote and support ethical behaviour by businesses and

customers.

The Contribution of the Study to Existing Theory and Research is seen as paramount. This
study makes numerous significant contributions to the body of research on Cause-Related
Marketing (CRM) and Consumer Purchasing Behaviour in Ghana, using Brand Equity (BE) as
a Mediator and Consumer Scepticism as a Moderator. It challenges and expands upon existing
theories by offering fresh perspectives on CRM's efficacy in a developing market. Here is a
thorough analysis of its empirical and theoretical contributions. The study advances brand
equity theory in an emerging market context by building on  Aaker’s (1991) Brand Equity
Theory. According to Aaker (1991), brand awareness, perceived quality, brand loyalty, and
brand associations all contribute to brand equity (BE), which in turn affects consumer choices.
Nonetheless, the majority of research has examined this framework in Western economies,

where there is a comparatively high level of brand trust.

In Ghana, where brand trust is impacted by several social, economic, and cultural aspects, this
study examines the mediating effect of BE between CRM and customer purchasing behaviour.
It adds to Aaker's theory by validating it in a non-Western context by investigating if CRM
actions improve BE in Ghana and whether this results in stronger brand loyalty and increased
purchase intention. Unlike previous studies that assume BE always enhances CRM
effectiveness, this research examines whether high consumer scepticism weakens BE’s
mediating role, challenging the assumption that BE always leads to positive brand outcomes.
The Key Theoretical Question: Does CRM improve brand equity in Ghana in the same way as
in developed markets, or does consumer scepticism disrupt this process?

This study extends the understanding of consumer scepticism in CRM, challenging Lii and
Lee, (2012) findings on consumer scepticism. Scepticism, according to Lii and Lee (2012),
lowers customer response to CRM since it causes people to question the real intentions of
businesses. Their work mostly focuses on Western and Asian markets, where greenwashing
and business scandals are frequently associated with scepticism. This study places scepticism
in Ghana in a setting where scepticism is shaped differently by cultural attitudes towards
philanthropy, economic concerns, and mistrust of corporations. It investigates whether a high
level of scepticism eliminates the benefits of CRM or whether, in some circumstances, specific

CRM tactics (such as long-term commitments and local relationships) can lessen scepticism
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and increase efficacy in Ghana, in contrast to Lii and Lee's broad definition of scepticism. The
key Theoretical Question: Can some CRM tactics lessen the detrimental effects of consumer

scepticism, and does scepticism operate differently in Ghana than in developed markets?

This doctoral thesis elaborates on Hoeffler and Keller's (2002) CRM Effectiveness Model.
Hoeffler and Keller (2002) propose that CRM increases brand credibility and emotional
connection with customers, which in turn leads to increased purchase behaviour. However,
their model is predicated on the idea that CRM initiatives are generally well-received, ignoring
the moderating influence of consumer scepticism or the distinct effects in emerging markets.
This study updates their model by adding customer scepticism as a moderator, investigating
whether scepticism improves or degrades the link between CRM, BE, and purchase intention.
It also challenges the notion that all CRM initiatives have the same effect by examining whether
various campaign types (such as one-time gifts vs ongoing social commitments) have distinct
effects on Ghanaian consumers' purchasing decisions. In order to provide CRM literature more
context, it examines whether Ghanaian consumers give preference to locally relevant reasons
(such as infrastructure, health, and education) over general worldwide causes. The main
theoretical question is whether scepticism substantially changes the link between brand trust

and consumer behaviour in Ghana or if CRM automatically improves these aspects.

The dynamics of CRM differ greatly in Ghana and other emerging markets because of financial
limitations, regulatory obstacles, and ingrained scepticism towards businesses. The majority of
CRM research to date has concentrated on developed economies where businesses have built
trust, stable regulatory environments, and higher disposable income among consumers. The
study challenges Western-centric CRM models by showing that context is important and that
strategies that are effective in developed economies might not be in emerging ones. Ghanaian
companies may use the evidence-based suggestions it offers to create more successful CRM
initiatives that boost brand equity and lower scepticism. It draws attention to how government
regulations and business openness might improve CRM's efficacy, which may have an impact
on Ghanaian public policy around corporate social responsibility. The Key Theoretical
Question is: what CRM tactics are most effective in Ghana, and how can companies and

policymakers modify CRM initiatives to increase customer trust?

The study improves existing theories by examining the Theory of Brand Equity in a New

Market (Aaker, 1991). Adapting theories of consumer scepticism to Ghana's distinct cultural
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and economic circumstances (Lii and Lee, 2012) and adding scepticism as a crucial moderator
to CRM effectiveness models (Hoeffler and Keller, 2002). It also challenges existing theories
by casting doubt on the notion that CRM always improves brand equity—if scepticism is
excessive, CRM might not be effective. Contesting the notion that all CRM initiatives have the
same outcome—due to cultural and economic variations, some campaigns may be successful
while others fail. Pointing out how CRM functions differently in developing nations and
reorienting the emphasis from research that is dominated by the West to discoveries that are
relevant to the local setting. In addition to expanding academic understanding, this study offers
useful tactics for companies looking to maximise their CRM campaigns by connecting current

CRM theories with the realities of the Ghanaian market.

This doctoral thesis findings will refine or challenge existing models of Consumer Behaviour,
CRM Effectiveness, and Brand Management Theories. The research on Cause-Related
Marketing (CRM) and Consumer Purchasing Behaviour in Ghana, with Consumer Scepticism
as a Moderator and Brand Equity (BE) as a Mediator, will offer empirical insights that improve,
expand, or contradict current theories of consumer behaviour, CRM efficacy, and brand
management. The findings' potential contributions will improve models of consumer behaviour
by examining CRM's impact on purchase choices. According to Ajzen’s (1991) Theory of
Planned Behaviour (TPB), attitudes, perceived behavioural control, and subjective norms
influence consumers' intentions to make purchases. Many studies in the CRM context assume
that favourable perceptions of socially conscious brands inevitably result in higher purchase
intentions. The study shows that scepticism can overcome favourable sentiments towards
cause-related brands, challenging the notion that CRM always improves favourable consumer
perceptions. If research shows that scepticism lessens the influence of CRM on purchase
intention, this would imply that attitudes by themselves are not enough to influence behaviour;
credibility and trust must also be taken into account. By adding consumer scepticism as a
moderating component, it will expand on TPB and improve our comprehension of intention
formation in emerging markets. An important theoretical enhancement is that unless consumer
scepticism is handled, CRM might not always convert into purchasing behaviour, necessitating

adjustments to current theories of consumer behaviour.

Hoeffler and Keller (2002) argue in their model that CRM improves brand credibility,
emotional connection, and purchasing behaviour, assuming that all CRM efforts have a positive

impact when done correctly. Scepticism may have a substantial impact on CRM effectiveness
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in Ghana, calling into question the universality of Western methods. The study will compare
the effectiveness of different CRM initiatives (e.g., long-term commitments vs. one-time gifts)
in reducing scepticism, offering a more comprehensive knowledge of CRM methods. A
"Contingency-Based CRM Effectiveness Model™ might be developed to consider cultural and
economic settings when determining CRM success, rather than a one-size-fits-all approach.
The key theoretical challenge is that CRM is not intrinsically effective; its performance
depends on customer scepticism levels, cultural faith in firms, and campaign execution in

individual regions.

Brand awareness, brand associations, perceived quality, and brand loyalty all work together to
create brand equity (BE), which in turn influences consumer trust and purchase decisions
positively, according to Aaker's model. This study refines Aaker’s brand equity model in this
manner. If CRM fails to boost brand equity owing to strong scepticism, it suggests that brand
equity is not always a stable mediator, its influence may depend on external factors like trust,
credibility, and previous business behaviour. The study identifies scepticism as a possible
disruptor to brand equity building, indicating that consumers in emerging economies may not
immediately equate CRM with higher brand value. The findings support a dual-pathway model
in which high scepticism undermines the CRM-BE link, diminishing its impact on purchase
behaviour. Low scepticism increases the CRM-BE interaction, increasing trust and consumer
loyalty. The Key Theoretical Refinement is that brand equity's involvement in CRM
effectiveness may not be direct, it is dependent on customers' scepticism of corporate

objectives.

This study improves upon Consumer Behaviour Models (TPB) by incorporating scepticism as
a crucial obstacle to the establishment of intentions. Brand Equity Theory (Aaker, 1991) by
adding scepticism as a component that can either increase or decrease BE's mediating effect,
and the Persuasion Knowledge Model (PKM) by demonstrating that scepticism may be
controlled by openness and credibility-building, rather than always resulting in outright
rejection. This study challenges CRM Effectiveness Models (Hoeffler and Keller, 2002) by
showing that CRM's effectiveness varies depending on levels of scepticism and trust. The
Presumption that Brand Equity Always Improves CRM Outcomes—this effect may be
diminished or even eliminated by scepticism. This study suggests a conditional association that
is influenced by scepticism levels rather than a one-way relationship between CRM and

purchase behaviour.
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This study will improve our understanding of CRM's efficacy, especially in emerging areas
where consumer scepticism and distrust are significantly more prevalent than in established
ones. Businesses will be able to customise CRM campaigns for more impact, to its new CRM
architecture, which considers context-specific scepticism. It will put traditional brand equity
methods to the test, highlighting the necessity of trust-building tactics in addition to CRM
initiatives. The way academics and professionals approach CRM, brand management, and
consumer behaviour in emerging economies will change as a result of this research's integration

of these findings.

How Brand Equity (BE) Mediates the Relationship Between Cause-Related Marketing (CRM)
and Consumer Behaviourin Emerging Markets like Ghana forms part of the study’s concern.
One important way that Cause-Related Marketing (CRM) affects consumer behaviour is
through Brand Equity (BE). BE's mediating function is especially important in developing
nations like Ghana, where public trust in businesses is frequently weaker than in wealthy
ones.CRM programs seek to change consumer behaviour by linking a brand to kindness and
social responsibility. This effect is rarely straightforward, though, as customers don't often buy
things right away simply because a firm uses CRM. Rather, BE serves as a conduit that converts
CRM initiatives into more loyalty, trust, and eventually, buying patterns.CRM makes the
business stand out from the competition, which raises brand awareness. It improves brand
connections by associating the brand with consumer-relevant social causes. It raises perceived
quality because customers might link socially conscious companies to better moral and product
standards. And customers feel an emotional connection to companies that promote worthwhile

causes, which increases brand loyalty.

Customers are more inclined to trust and favour a brand when BE is high, which lowers the
perceived risk of making a purchase. Long-term brand loyalty and recurring business are
fuelled by brand loyalty. Customers become more emotionally invested in the brand, increasing
the likelihood that they will recommend it and spread goodwill. BE is the main factor
influencing purchase intention, making sure that CRM's benefits last over time.
CRM might not have a big influence on customer behaviour without good BE since people
might continue to doubt business intentions. The Key Insight is that CRM influences
consumers' opinions of a brand's legitimacy and authenticity through BE rather than directly

influencing their purchasing decisions in emerging countries.
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In contrast to industrialised economies, where corporate openness and institutional trust are
often high, emerging markets like Ghana have particular difficulties that make BE's mediation
role even more crucial. A large number of Ghanaian customers question the sincerity of CSR
and CRM initiatives, viewing them as commercial ploys rather than sincere dedications to

social problems. This scepticism is countered by strong BE.

In Ghana, community perceptions and word-of-mouth are important factors in brand
assessment. Customer recommendations and trust are more likely for a brand with a high BE
(developed through CRM). Although customers may be in favour of social issues, economic
realities frequently limit their purchasing power. Customers are more at ease selecting CRM-
participating brands over less expensive ones when there is a strong BE since it lowers the
perceived financial risk. Ghanaian consumers are more receptive to businesses that promote
regional causes, such as youth employment, healthcare, or education. CRM initiatives that
create pertinent brand relationships support BE more successfully. CRM's capacity to affect
consumer behaviour in Ghana is contingent upon its ability to fortify BE. Due to financial
constraints and scepticism, CRM may not be able to influence purchase behaviour if BE is

weak.

Existing studies support the mediating role of BE in CRM effectiveness, especially in emerging
markets. Strong brand equity boosts consumer trust and emotional connection, increasing the
likelihood that consumers will support socially conscious firms, according to Keller (1993).
Perera et al., (2023) discovered that because consumers in emerging economies have less
institutional trust and rely more on brand reputation, brand equity has a stronger mediating
effect there than in developed economies.

According to Pandey et al., (2024), CRM works best when it enhances perceived brand
authenticity, which is a crucial element of BE in emerging markets. Building on previous
research, this study contributes to theory by demonstrating how BE influences CRM
effectiveness in Ghana, where trust dynamics and economic considerations influence consumer
responses differently than in Western markets.

In Ghana, where there is a low level of confidence in organisations, Brand Equity (BE) is the
primary factor that determines whether CRM initiatives are successful or not. CRM does not
directly influence customer purchasing behaviour. CRM is translated into purchasing

behaviour by all four BE components—awareness, associations, perceived quality, and loyalty.
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In the absence of strong BE, consumer scepticism may reduce or even eliminate CRM's
influence. As a result, this study challenges current CRM models that presume a direct impact
on customer behaviour without taking market-specific trust dynamics into account, offering a
more nuanced understanding of how CRM affects consumer behaviour in emerging economies

by highlighting the crucial function of BE as a mediator.

One important moderating factor that affects the efficacy of CRM campaigns is consumer
scepticism, or the propensity to question the sincerity or intentions of CSR projects. Due to
historical mistrust of companies, worries about "CSR-washing," and economic pressures that
influence consumer decisions, scepticism is increased in rising markets like Ghana.
Customers may wonder if a brand's CRM initiatives are genuinely charitable or just a marketing
gimmick when scepticism is high. This lessens CRM's influence on consumer buying patterns
and brand equity (BE), which makes it a major obstacle for companies looking to employ social
concerns as a strategy for brand differentiation. CRM programs may not succeed or even
backfire if scepticism is not adequately controlled, which would result in worse customer views

rather than greater loyalty or purchase intention.

Understanding and addressing consumer scepticism is essential for unlocking the full potential
of CRM, ensuring that social initiatives not only have a positive impact but also enhance brand
trust, loyalty, and consumer engagement. Consumer scepticism plays a powerful moderating
role in CRM effectiveness, especially in emerging markets like Ghana where trust in
corporations is often lower. Businesses must focus on transparency, long-term engagement,
and credible partnerships to reduce scepticism and strengthen CRM's impact. Future research
should explore digital trust mechanisms, cultural variations in scepticism, and strategies to

build corporate credibility in socially responsible marketing.

With its deeper insights into consumer attitudes towards corporate social responsibility (CSR)
in emerging markets and the emotional mechanisms behind the efficacy of cause-related
marketing (CRM), this study adds to the body of knowledge in academia. By elucidating how
brand equity (BE) mediates CRM's impacts and how scepticism moderates them, the findings
will improve current theories and pave the way for future study. This study will improve CSR
theories by showing that economic priorities, faith in corporate intentions, direct community
impact, and ethical considerations all influence consumer attitudes towards CSR in emerging

markets.
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Emotions are a crucial but little-studied factor in CRM-driven purchasing decisions. This study
will clarify how emotions, both good and negative, affect CRM effectiveness, especially in
high-scepticism settings. The study will offer a more sophisticated understanding of emotional
marketing by demonstrating the ways in which CRM-driven purchasing decisions are
influenced by the interaction of good emotions (trust, empathy) and negative emotions
(scepticism, doubt). While rational decision-making is emphasised by traditional consumer
behaviour models, this study will focus on the emotional and trust-based mechanisms that
influence CRM reactions. The results will cast doubt on Western-centric theories of CRM
efficacy and offer a paradigm that takes into account regional socioeconomic conditions and
cultural perspectives on CSR. While the influence of CRM on customer behaviour has been
studied in the past, less study has looked at how BE mediates and scepticism modifies this
process in emerging countries. This study creates a more thorough framework for
comprehending CRM effectiveness by combining Lii and Lee's (2012) work on scepticism with
Aaker's (1991) brand equity model.

If CRM is shown to be more successful when trust is built first, businesses may need to
reconsider how they launch cause-related projects, giving credibility a higher priority than
marketing appeal. Policies on corporate responsibility, cause-related collaborations, and CSR
transparency in Ghana and comparable economies may be influenced by the findings. This
study will provide a new theoretical model that incorporates trust, emotions, and brand
credibility into CRM effectiveness research, and it will further academic knowledge by
showing that brand equity and scepticism in emerging markets have a significant impact on
consumer attitudes towards CSR and emotional purchasing decisions.

The results of this study will be useful to companies in Ghana in a variety of industries,
especially those looking to use cause-related marketing (CRM) to improve consumer trust and
brand equity (BE). Since scepticism moderate’s consumer responses and BE affects purchasing
behaviour, different industries will need to modify their CRM strategies accordingly. The
following are some ways that CRM insights will benefit different industries. Retail brands
should incorporate CRM into consumer-friendly, transparent campaigns that don't make
products seem expensive. Healthcare providers need long-term, transparent initiatives to
overcome scepticism and build public trust. Technology firms should concentrate on

community-based initiatives and clear impact metrics to strengthen credibility. Financial
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institutions should align CRM efforts with ethical business practices to avoid exacerbating
scepticism. Companies in Ghana should customise their CRM strategies based on consumer
scepticism levels, brand equity strength, and industry-specific trust dynamics to maximise their
efficacy.

Companies in Ghana should take a strategic approach to CRM, making sure that scepticism is
handled with openness and sustained dedication. Brand equity enhances CRM credibility.
Campaigns are in line with the company's basic principles and societal impact. By putting these
insights into practice, business professionals may use CRM to increase brand loyalty, foster
deeper consumer trust, and promote significant societal change. Businesses must use strong
measurement frameworks that evaluate their influence on consumer behaviour, brand equity
(BE), and scepticism levels in order to ensure the success of cause-related marketing (CRM)
campaigns in Ghana. The study's conclusions may suggest some important strategies and

metrics that companies can employ.

Companies must examine how CRM affects scepticism, brand equity, and consumer behaviour
in great detail in order to optimise its impact in Ghana. Using real-time data, companies can
continuously optimise their CRM efforts to align with changing consumer expectations. A
well-designed impact assessment framework will assist businesses in refining CRM
campaigns, guaranteeing long-term consumer trust and brand loyalty. Effective CRM
measurement ensures that marketing efforts are not just socially responsible but also
strategically profitable, creating shared value for both businesses and society. Marketing
initiatives that are both strategically profitable and socially conscious are guaranteed by
effective CRM measurement, which benefits both companies and society as a whole.

Businesses can integrate cause-related marketing (CRM) with sustainability initiatives to
enhance brand equity (BE), reduce consumer scepticism, and build long-term customer loyalty.
For CRM campaigns to succeed in emerging markets like Ghana, marketing and PR
professionals must ensure regulatory compliance, prioritize transparency, and actively engage
consumers in social impact efforts. This will strengthen brand equity, reduce septicism, and

create long-term business success.
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1.7 Limitations

Like any research, this study has several drawbacks that should be noted, one of which is the
use of a convenience sampling method, which, although practical, may limit the findings'
generalisability because convenience sampling depends on readily available respondents,
which may result in potential biases in representation. As a result, the study's insights may not
fully capture the diverse perspectives of all consumer segments in Ghana, especially those from
different socioeconomic backgrounds, rural versus urban settings, or varying levels of brand

familiarity and engagement with cause-related marketing (CRM).

Furthermore, the use of a single sampling strategy limits the capacity to generalise results to
other demographic groups that might have varying degrees of brand loyalty, scepticism, or
views on the efficacy of CRM. For example, high-income earners may prioritise brand equity
(BE) differently than lower-income groups, and younger consumers may react differently to
CRM campaigns than older consumers. Researchers should think about using stratified or
random sampling procedures to guarantee a more representative consumer base in order to
increase the robustness and applicability of future studies. Future research could also use
longitudinal data collection techniques to track how perceptions of CRM, scepticism, and brand
equity change over time, especially in reaction to significant CSR initiatives or changes in the
economy.

Furthermore, comparisons across industries would yield deeper insights. Future studies should
look into sector-specific reactions to CRM campaigns to create more focused suggestions for
companies in Ghana and other emerging economies, as the efficacy of CRM may differ across
areas, including retail, telecommunications, finance, and healthcare. Future research can
provide a more thorough and broadly applicable knowledge of the connection between CRM,
brand equity, and consumer scepticism in emerging economies by overcoming these

shortcomings.

The geographic scope of this investigation is yet another significant drawback. Although the
study offers insightful information about Ghanaian consumer behaviour and cause-related
marketing (CRM), it only looks at two of the sixteen regions in the nation. Because customer
views and behaviours about CRM might fluctuate greatly across different locations due to
economic, cultural, and infrastructure differences, the findings' limited geographical coverage
limits their generalisability. With regional differences in wealth levels, educational attainment,
urbanisation, and exposure to corporate social responsibility (CSR) programs, Ghana is a
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diverse nation. For example, rural customers in the Northern or Volta areas, who can be less
exposed to corporate-driven social initiatives, might perceive brand equity and scepticism
differently than metropolitan consumers in Accra and Takoradi, where the majority of CRM
programs are actively marketed. Furthermore, customers in areas with robust local community
networks might be more likely to believe in cause-related marketing initiatives that reflect their
social ideals, whereas consumers in areas where corporate intentions are seen with greater

scepticism might be more dubious.

Researchers should broaden the scope to include a more diversified sample that spans several
regions of Ghana to increase the geographical representativeness of subsequent studies.
Businesses could better understand regional variations in CRM success and adjust their
marketing tactics with the help of a nationally representative study. Future studies could also
examine whether regional economic or cultural aspects affect how consumers react to CRM
campaigns by contrasting Ghana's CRM environment with those of other developing West
African markets, including Nigeria, Cote d'lvoire, or Senegal. A more comprehensive
understanding of how CRM techniques might be tailored for success in comparable economic

environments would be provided by such comparative research.

Thus, even though this study offers a valuable starting point for comprehending how CRM
affects Ghanaian consumers' purchase decisions, care must be taken when extrapolating the
findings outside of the particular areas examined. Future studies' external validity would be
improved by broadening the geographic scope, providing a more comprehensive understanding

of CRM's influence on consumer behaviour in a variety of markets.

In order to capture overall consumer impressions of brand equity (BE), scepticism, and cause-
related marketing (CRM) in Ghana, this study looked at a large population sample. Although
this method offers a thorough summary, it ignores possible differences between particular
consumer cohorts according to age, gender, income, education, and generational influences.
CRM initiatives may be met differently by various consumer groups; if these variations are not
segmented, significant subtleties in the ways that scepticism and brand equity mediate and

reduce CRM effectiveness may be lost.

For example, CRM campaigns that highlight sustainability or ethical business practices may

be more appealing to Gen Z and millennial consumers, who are generally more digitally savvy
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and socially sensitive. On the other hand, elderly consumers might be more sceptical about
CRM initiatives, particularly if they believe they are merely marketing ploys rather than sincere
societal benefits. Similarly, whereas lower-income groups may place more importance on the
observable advantages of CSR initiatives, like product affordability or direct community effect,
high-income consumers may assess CRM campaigns based on brand reputation and alignment

with their beliefs.

Cohort-based study approaches, in which consumer groups are examined independently to find
age-, income-, or region-specific trends in CRM response, should be taken into consideration
in future studies in order to obtain deeper insights. Additionally, longitudinal studies could be
useful for monitoring how views towards CRM change over time among various cohorts,
particularly in reaction to changes in business transparency, consumer expectations, or
economic volatility. Future studies can provide more focused suggestions for companies
aiming to tailor CRM campaigns for various demographic groups by integrating cohort-based
methodologies. This would make it possible for businesses to create tailored marketing plans
that better suit the various customer groups' distinct tastes, driving forces, and degrees of

scepticism.

The suggested hypotheses were investigated in this study using a quantitative methodology and
survey-based approach, which yielded statistically significant insights into the connections
among consumer scepticism, brand equity (BE), cause-related marketing (CRM), and
purchasing behaviour. This approach has limits in capturing underlying environmental and
psychological aspects that may influence customer perceptions and behaviours, even while it
provides unambiguous, empirical evidence and permits large-scale hypothesis testing. While a
quantitative approach focuses on numerical data, structured questionnaires, and statistical
analysis, these methods may not fully account for the underlying motivations, emotions, and
cognitive processes that drive consumer responses to CRM. For instance, a survey may
measure the level of scepticism towards CRM campaigns, but it may not explain why certain
consumers are more sceptical or how their attitudes are shaped by cultural, emotional, and

personal experiences.

Qualitative research could also help identify emotional and psychological factors that influence
CRM effectiveness, offering deeper explanations that cannot be captured through purely

numerical data. Richer, more nuanced insights into how consumers perceive CRM in Ghana
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could be obtained through a qualitative study employing techniques like focus groups, in-depth
interviews, or ethnographic studies. This method would enable researchers to investigate how
consumers understand brand authenticity in CRM efforts, what particular experiences cause
consumers to become sceptical, how CSR initiatives build consumer trust over time, and how
emotional and psychological factors influence CRM effectiveness, providing deeper

explanations that cannot be captured through purely numerical data.

Using a mixed-method approach that combines quantitative surveys and qualitative interviews
would enable researchers to validate statistical findings while also delving deeper into
consumers' lived experiences and perceptions. This approach would be especially helpful in
determining whether CRM efforts are perceived as genuine or manipulative, understanding
consumer scepticism in emerging markets like Ghana, and examining cultural differences in
how brand equity is perceived. For instance, survey data may show a strong correlation between
CRM and purchase intention, while follow-up interviews may clarify why particular CRM

strategies are more effective than others in particular consumer groups.

The results of quantitative surveys should be supplemented and expanded upon by future
research using mixed-method or qualitative methodologies. These methods would integrate
consumer narratives and quantifiable trends to offer a more comprehensive view of CRM's
influence. In addition to bolstering the theoretical contributions of CRM research, this would
provide useful information for companies aiming to customise CRM tactics for certain

customer segments in Ghana and other developing markets.

This study used a cross-sectional research approach, which means that information was
gathered all at once to examine the connections between consumer scepticism, brand equity
(BE), cause-related marketing (CRM), and buying behaviour. This method has limits when it
comes to evaluating changes over time and comprehending the long-term implications of CRM
methods, even though it is helpful for taking a momentary picture of customer attitudes and
behaviours. Although a cross-sectional study offers useful statistical insights, it ignores how
consumer views of CRM campaigns, brand trust, and scepticism may change over time as a
result of social shifts, corporate crises, economic situations, or sustained brand involvement.

A more dynamic knowledge of how CRM affects customer behaviour over time would be
possible with a longitudinal research approach, which collects data at several periods in time.

Using a longitudinal strategy in future studies has several important advantages.
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Depending on their individual brand experiences, media exposure, or shifting social norms,
customers may grow increasingly or less dubious of CRM activities over time. A longitudinal
study could ascertain whether frequent exposure to CRM initiatives results in an increase or

decrease in scepticism.

Brand equity is not created overnight; rather, it grows over time as a result of consumers'
interactions with a brand. A longitudinal study would assist in determining whether CRM
efforts result in long-term brand loyalty and trust or if the effects diminish over time.

Although consumers may respond favourably to CRM initiatives at first, does this translate
into long-term brand commitment? A cross-sectional study only records an immediate
response, whereas a longitudinal approach could reveal whether CRM creates repeat business
and customer retention. Consumer scepticism may be influenced over time by changes in the
economy, concerns about business transparency, and changing cultural views. Researchers
would be able to examine how outside factors impact customers' reactions to CRM initiatives

through longitudinal research.

To expand on the results of this study, future research should use a longitudinal approach to
look at how consumer attitudes towards CRM change over the course of months or even years.
They could monitor whether consumers become less sceptical as brands show a sustained
commitment to social causes or whether CRM fatigue sets in and makes them doubt the
sincerity of such initiatives. Additionally, longitudinal research would enable comparisons
across industries, assisting businesses in developing CRM strategies that promote long-term

customer engagement and trust in emerging markets like Ghana.

1.8 Delimitation

The results of the study cannot be easily generalised due to several key limitations in the sample
selection. First, the data was collected from shopping malls in only two cities, Accra and
Takoradi, while the study aimed to cover the entirety of Ghanaian shoppers. This geographic
limitation reduces the representativeness of the sample, as consumer behaviour in these two
cities may not accurately reflect that of shoppers in other regions of Ghana. Accra and
Takoradi, although cosmopolitan, are distinct in terms of socioeconomic characteristics,

regional cultures, and consumer habits.
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Additionally, the cosmopolitan nature of these cities, which includes a diverse mix of people
from different parts of Ghana, may not be fully representative of rural or less urbanised areas.
People in smaller towns or rural regions may have different purchasing behaviours, levels of
scepticism toward Cause-Related Marketing (CRM), or perceptions of Brand Equity (BE). The
assumption that the results can be applied to other cities, based solely on their cosmopolitan

status, is risky as it overlooks potential regional differences in consumer behaviour.

To provide a thorough understanding of consumer responses to cause-related marketing
(CRM), brand equity (BE), and scepticism across various demographics and geographic
locations, this study should have included a nationally representative sample of Ghanaian
shoppers. However, due to time and resource constraints, data collection was restricted to
shopping malls in two specific regions of Ghana. Although this approach gathers insights from
a segment of Ghanaian consumers, it does not fully reflect the diverse purchasing behaviours,

socio-economic backgrounds, and regional differences that exist throughout the nation.

Rural consumers, who might have varying degrees of exposure to CRM efforts, brand
awareness, and purchasing power, were under-represented in the study because shopping malls
are primarily found in urban regions. Rural populations' views of corporate social responsibility
(CSR) efforts may be very different from urban customers' because they tend to rely more on
local companies and informal markets. Region-specific differences exist in Ghana's economic
environment, with some regions having more brand exposure and disposable money and others
having lower consumer purchasing power and var ying degrees of scepticism towards corporate
endeavours. The study's narrow emphasis on two regions restricts the applicability of its
findings to the whole nation because consumer preferences and brand trust may vary between

Ghana's northern and southern regions, as well as between industrialised and agricultural areas.

The study mostly covers the viewpoints of middle- to high-income customers who shop in
formal retail settings because data was only gathered from shopping malls. Nonetheless, a
sizable section of Ghana's populace works in informal trade, local shops, and traditional
marketplaces, where they may be less exposed to CRM campaigns and exhibit consumer
scepticism in various ways. To provide a more balanced picture of CRM efficacy in Ghana,
future study should think about incorporating respondents from a variety of retail settings,

including supermarkets, open markets, and e-commerce platforms.
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Future research can offer amore comprehensive and representative understanding of how CRM
influences consumer behaviour across various Ghanaian market segments by addressing these
delimitations. Expand data collection to multiple regions throughout Ghana, ensuring a broader
representation of urban, peri-urban, and rural consumers; diversify sampling locations beyond
shopping malls to include traditional markets, supermarkets, and online shopping platforms to
capture a wider range of consumer demographics; use stratified sampling methods to ensure
representation from different income levels, educational backgrounds, and shopping habits;
and incorporate qualitative insights (e.g., focus groups or interviews) to understand regional

and cultural differences in attitudes towards CRM, BE, and scepticism.

1.9 Overview of Methodology

This study investigates the relationship between cause-related marketing (CRM) and consumer
purchasing behaviour in Ghana, focusing on brand equity as a mediator and consumer
scepticism as a moderator. The research methodology is designed to quantify these
relationships, test hypotheses derived from existing theories, and provide generalizable insights
for marketing practices within the Ghanaian context. The methodology integrates philosophical
underpinnings, research design, and analytical techniques to ensure rigor and reliability. The
study uses a quantitative approach to measure relationships between CRM, brand equity,
scepticism, and purchasing behaviour. This approach is well-suited for testing hypotheses
derived from existing theories and generalizing findings to a broader population. A
convenience sampling technique was deployed in this study. Explanatory research design was
adopted in this study. Data analysis was conducted using Partial Least Squares Structural
Equation Modeling (PLS-SEM), which is ideal for complex models with mediation and
moderation effects. PLS-SEM was chosen for its ability to handle non-normal data
distributions, small-to-moderate sample sizes, and latent variable relationships. Data was
collected for six weeks from consumers in two shopping malls, particularly Accra and
Takoradi.

1.10 Ethical Considerations
Ethics may be defined as set standard norms of functioning. According to Banerjee (2024),

some affect participants as well as those who are associated with “falsifying” data analysis and
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misrepresenting data. The preceding author summarises some of the most important ethical
agreements that prevail in social research as having to do with voluntary participation and
causing no harm to the participants, maintaining anonymity and confidentiality, and not
deceiving the subjects of the research. To ensure conformance to the above, the researcher
obtained ethical clearance from DUT- Institutional Research Ethics Committee (IREC) and
sought permission of voluntary participation through informed consent from participants. On
the other hand, the participants were assured of anonymity. This is in line with Morifia (2021),
who argues that to ensure anonymity, the information provided by the participants should in
no way reveal their identity. All data, both electronic and printed transcripts, will be stored in
encrypted files or a locked, secured location for five years after the publication of this research,
after which all files would be destroyed in line with Durban University Ethical guidelines.
Accessibility to the data will be restricted to only DUT and the researcher. The electronically
generated data was stored on the laptop of the researcher and password-protected, thereby

making it accessible to only the researcher.

1.11 Organisation of the Study

The study's limitations, delimitation, and context are all detailed in the first chapter, along with
the problem statement, goals, objectives, justification, and structure of the entire thesis. While
Chapter 3 covers the theoretical review, hypothesis construction, and conceptual framework
for this thesis, Chapter 2 concentrates on the review of conceptual literature. Outlining the
design and methods used for data collection and analysis, Chapter 4 discusses the research
process. The chapter argues in favour of using specific research methods. Also covered in
length are topics like population, sample, measuring tools, validity, reliability, anonymity,
confidentiality, research activity plan, and ethics. Chapter 5 focuses on the presentation,
analysis, and interpretation of the survey data. We used both descriptive and inferential
statistics to measure, analyse, and interpret the data. The study's objectives, research findings,
summary, conclusions, suggestions based on the study's findings, limitations, and ideas for
additional research are all thoroughly explained in Chapter 6.
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CHAPTER 2
LITERATURE REVIEW
2.1 Introduction

This chapter examines the different interpretations and viewpoints of the CRM idea, the origin
of CRM, the relationship between CSR and CRM, and the benefits and effects of cause
campaigns on consumer purchasing behaviour. It will also discuss and examine the meaning
and dimensions of BE and how this influences consumer purchasing behaviour (purchase
intention). The chapter further examines the concept of scepticism and its influence on
consumers’ response towards CRM campaigns and subsequent purchase intentions and

ultimately explores consumer purchasing behaviour and how CRM influences it.

2.2 Definitions and Perspectives of Cause-Related Marketing

Within the business world, CRM is becoming more and more popular as a tactic to draw in
customers who want to strategically support social concerns by making purchases. According
to the International Event Group (IEG), the amount of money that corporations are expected to
donate as a result of CRM is expected to exceed $2.23 billion in 2019, which is a roughly 5%
increase from 2018 (Chang and Kwak 2023). CRM is the practice of a business offering to
contribute a specific sum to a registered charity when clients participate in revenue-generating
transactions that satisfy both organisational and personal objectives (Varadarajan and Menon,
1988: 60). Both companies and society at large benefit from CRM since it enables them to

generate revenue while simultaneously supporting a deserving cause (Sindhu 2022).

Businesses can take part in a variety of CRM campaigns. Traditional CRM and one-for-one
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corporate tie-ins are two of the most popular (Rapert, Thyroff, and Grace 2021). A company's
donation of a portion of its sales or revenue to a certain charity is considered traditional cause-
related (Kopalle et al. 2022). For instance, Patagonia donates one per cent of its sales to
sustainability initiatives while selling outdoor apparel and accessories. The natural food
company Newman's Own gives up 100% of its earnings to charitable organisations. When a
business provides a matching item for each item sold, this is known as a one-for-one CRM
(Chang et al., 2023). For each pair of TOMS shoes sold, the company contributes a pair.
Similarly, Pampers nappies and UNICEF collaborated to distribute tetanus vaccines as part
of a campaign in which one pack of nappies was equivalent to one dose of the vaccine.

CRM is a popular corporate social responsibility strategy that involves working with a
nonprofit or worthy cause to increase sales and positive consumer behaviour (Deb, Sharma, and
Amawate 2021). Though CRM and CSR are sometimes used interchangeably, CRM is only
one aspect of CSR (lIglesias et al. 2020; Nguyen et al. 2023; Suryavanshi et al. 2023) and should
not be mistaken for CSR in its entirety (Kulshreshtha et al. 2019). CRM is a marketing strategy
that connects philanthropic fundraising to the purchase of a company's products or services to
achieve two objectives: improve corporate performance and support worthy causes, according
to Duarte and Silva (2018). Economic incentives, social norms that support altruistic behaviour,
or ingrained values that lead to proper behaviour, can all influence consumers' responses to
CRM appeals. CRM is a marketing approach that, as part of a promotional effort, connects a
company with a social cause to provide win-win results, claim Nelson and Vilela (2017).

Marketing tactics that promote societal progress, human welfare, security, and well-being are
linked to social responsibility, claim Kumar and Bansal (2017). A corporation and a non- profit
work together to collect funds and advance social problems as part of CRM, a form of corporate
social responsibility. Companies can participate in CRM by designating a portion of their sales
revenue from customers to support a particular charity or cause. Businesses can demonstrate
their support for social and environmental issues in this way, which may also draw in new
clients who are eager to support causes close to their hearts. CRM frequently links a customer's
purchase to a business's charitable gift (Lopes, Bairrada and de Matos 2023; Galan-Ladero,
Galera-Casquet and Alves 2021).

We may contextualise CRM by examining marketing 3.0, which Kotler et al. (2023) define as
viewing customers as more than simply individuals but as whole human beings with passions

and spirits who are searching for methods to alleviate their worries in the hopes of bettering the
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world. CRM is a subset of a larger idea known as CSR (Patel et al. 2023). According to Carroll
(2021a), this concept has changed and resurfaced since the 1950s and takes the shape of a
pyramid in which a company's charitable, legal, ethical, and social duties all help it become a

more involved part of the community.

"Cause-related marketing™ is the technique of linking a company's financial operations to a
social purpose, with the profits created supporting the chosen cause (Sodero 2022). CRM
serves as a three-pillar platform that unites businesses, customers, and non-profits or causes,
enabling them to interact positively and merging charity, personal needs, individual concerns,
and firm goals (Cosgrave and O'Dwyer 2020). CRM is not a brand-new idea, and there are
numerous ways that corporations can use it. For instance, they might adopt a socially conscious
and sustainable marketing strategy that places a high value on involvement with charitable
causes and non-profit organisations, or they can just make small donations (Srivastava 2020).

According to Bae (2016: 811), CRM stands for "a specific type of corporate social initiative™.
CRM is one sort of CSR action (Go and Bortree 2017); however, CSR is a more inclusive term
that covers legal and ethical behaviour, sustainability, and CRM practices (Kotler and Keller
2016). CRM differs from social marketing in that it is cause-driven, whereas social marketing
is the product of a non-profit or governmental organisation and encompasses a greater variety
of communication strategies intended to enhance the welfare of consumers and society at large
by promoting behavioural change. Branding or product placement that links a company's name
or product to a particular cause is known as CRM. A company's primary objective is to support

the non-profit organisation and boost sales and corporate image (Zhao et al. 2021).

More specifically, CRM is a partnership between a nonprofit organisation and a for-profit
company that seeks to boost charitable efforts while integrating ethical business marketing
(Chaabouni, Jridi and Bakini 2020). CRM is categorised as a type of leveraged marketing
communications strategy that tries to capitalise on consumers' favourable associations with

another object (like a cause) (Bergkvist and Mazodier 2018).

According to the Anjali and Menon (2024), CRM has evolved as a significant strategy that
intertwines corporate social responsibility with marketing efforts, fostering partnerships
between nonprofit organizations and profit organizations to achieve mutual goals (Stétzer and

Kaltenbrunner, 2024). The literature reveals that CRM not only enhances brand equity by
51



aligning brand values with social causes but also influences consumer attitudes towards
advertisements, particularly through the interaction of brand and cause-related dimensions
(Jublee et al., 2023). Philosophically, the attribution theory plays a crucial role in understanding
consumer perceptions in CRM, as it suggests that consumers attribute the motivations behind
a brand's involvement in social causes, which can enhance or diminish brand equity depending
on perceived authenticity (Anjali and Menon, 2024; Singh and Pathak, 2023). CRM has gained
significant attention in the marketing literature due to its potential impact on consumer
behaviourand brand equity. A study by Fernandes et al. (2024), highlights the relationship
between CRM and brand loyalty, emphasizing the importance of understanding how
consumers evaluate companies' CRM campaigns through attribution theory. Lagomarsino and
Lemarié, (2022) suggest that, companies engaging in CRM must demonstrate a sincere
commitment to social causes to gain consumer support. This aligns with the notion that
companies spend billions on social responsibility initiatives like CRM to enhance brand equity.
The theory suggests that consumers attribute positive or negative outcomes to a company's
actions, influencing their perceptions of the brand. The literature also suggests that CRM
messages embedded in advertisements can elicit more positive consumer responses compared
to those without such messages (Adewole, 2024). In understanding the relationship between
CRM and branding theories, it is essential to consider how CRM influences brand activism and
consumer perceptions (Lagomarsino and Lemarié, (2022). The attribution theory may play a
role in how consumers attribute motives to companies engaging in CRM efforts (Bae, 2020).

Additionally, Aaker's Brand Equity theory emphasizes the importance of brand reputation and
stakeholder perceptions in building brand value (Adewole, 2024). The systematic review of
CRM literature highlights its versatility among CSR initiatives (Bhatti et al., 2024). Overall,
the perspectives of cause-related marketing are intertwined with theories of attribution and
brand equity. Companies leveraging CRM must navigate consumer scepticism and message
engagement to effectively communicate their commitment to social causes and enhance brand
value (Adewole, 2024). Understanding the impact of CRM on brand reputation and stakeholder
perceptions is crucial for building a strong brand identity and fostering consumer loyalty (Bae,
2020; Bhatti et al., 2024). Aaker’s Brand Equity theory further supports this by emphasizing
that brand associations formed through CRM initiatives can significantly impact consumer
loyalty and brand perception, thereby reinforcing the importance of strategic alignment

between brand identity and social causes (Jublee et al., 2023; Bakshi and Verma, 2023).
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2.3 The Origins of Cause-Related Marketing

CRM is a novel and relatively new tactic related to CSR. CRM refers to the branding or product
placement that associates a company's name or product with a specific cause. CRM is a
partnership between a for-profit company and a social cause that tries to integrate ethical
commercial marketing with the growth of charitable efforts (Chaabouni, Jridi, and Bakini
2020).

The phrase "cause-related marketing" originated with the American Express campaign in 1983
to support the Statue of Liberty's refurbishment. Apart from American Express's $1,7 million
contribution to the renovation, the campaign led to a 28% increase in card usage and a notable
rise in the number of new cards issued, all while projecting an image of a responsible and
patriotic business (Singh and Pathak 2023). According to Lopes, Bairrada, and de Matos
(2023), American Express referred to their sponsorship of more than 45 causes between 1981
and 1984 as "cause-related marketing." CRM stands apart because the company's charitable
contributions are directly linked to the customer's involvement with the campaign (Lopes,
Bairrada, and de Matos 2023). However, it is unique and successful since it involves a purchase
and a combination of promotional activities and charity purposes to enhance the company's and
brand's reputation (Key et al. 2021). Because of this, CRM is special and valuable (AlQershi,
Mokhtar, and Abas 2020).

According to Varadarajan and Menon (1988:60), the first conceptualisation of CRM was as
follows: CRM is the process of developing and carrying out marketing initiatives that are
distinguished by a firm's promise to donate a certain sum to a chosen charity when clients
participate in revenue-generating transactions that meet organisational goals. Afterwards
Varadarajan and Menon's groundbreaking 1988 article on CRM, the concept has grown to
become a valuable mainstream marketing tool and a global phenomenon nearly three decades
afterwards (Christofi et al. 2020a; Cosgrave and O'Dwyer 2020; Ferraris et al. 2020; Bennett
2023). With average yearly growth rates of over 12% at the start of this decade, CRM is the
sponsorship spending approach with the quickest rate of increase in the US (Das et al. 2020;
Chawla and Gupta 2021). Another definition of CRM is the marketing strategy of allocating a
predetermined portion of product sales proceeds to approved nonprofit organisations (Thomas
and Jadeja 2021).

53



2.4 Cause-related Marketing and Corporate Social Responsibility

CRM is an innovative and contemporary tool of CSR (Gupta and Handa 2024; Vrontis Christofi
and Katsikeas 2020). CRM is a type of CSR because it encompasses initiatives like cause
marketing, corporate giving, and socially responsible behaviours. (Coffie and Hinson 2021;
Vrontis Christofi and Katsikeas 2020). Over the last few decades, the concept of CSR has
evolved and altered, earning significant attention in the media and public conversation.
Organisations now consider social and environmental concerns alongside commercial ones
when making business choices. The term "corporate social responsibility" refers to all socially
responsible measures that a firm does as part of its financial, environmental, and social
initiatives (Chang, Chen, and Tsai 2022).

CRM is beneficial to businesses because customers favour companies that practice social
responsibility and environmental responsibility (Barboza 2019; Freitas et al. 2021). One such
advantage is that customers like companies that care, therefore they are willing to pay a
premium for items provided by companies engaged in CRM (Kolling et al. 2022). Recent
research demonstrated that investing in CSR can improve a company's bottom line and increase
customer retention and positive attitudes towards the company (Le 2023; Kaul and Luo 2018),
CRM has grown in importance for decision-makers (Ha 2017). CRM integration has become
necessary in the field of marketing, where it has changed conventional marketing ideas into
socially responsible marketing, or marketing that considers social, ethical, and environmental

factors.

CRM is a cutting-edge marketing technique that makes it easier to strike a balance between a
company's financial objectives, customer needs, and societal interests. It can serve as a symbol
for ethical marketing practices. To further a "good cause” and accomplish the firms' own
financial and non-financial goals, it encourages partnerships between corporations and non-
profit organisations (Silva et al. 2021). According to Reichel, Rudnicka and Socha (2023),
CRM is a cutting-edge instrument of CSR that enables businesses to balance their marketing
goals with the demands of society. Lamrhari et al. (2022) describe CRM as a very appealing
marketing tactic, while Bhatti, Galan-Ladero and Galera-Casquet (2023) see it as a fundraising

innovation.

In reality, this idea is driven by a combination of marketing goals and rational socially
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conscious motivations. Therefore, CRM is an expression of CSR rather than a synonym for it.
There is a thin line between CRM and CSR from the standpoint of social responsibility (Patil
and Rahman 2023). In contrast to CRM, which is when a corporation donates time and
resources to a specific charity or any worthy cause, CSR is an endeavour made by a company
for the benefit of society (Sindhu 2022). CSR, according to Musova, Poliacikova, and
Bartosova (2022), is the company's obligation to address the monetary, ethical, legal, and

discretionary demands that society places on companies at any particular time.

This term is open to interpretation and is not all-inclusive. It aids businesses in displaying their
ideals and taking accountability. The truth is that CSR can be somewhat cause-specific,
involving CRM either entirely or to a certain extent. Although it can be a component of
businesses' ethical efforts, CRM is insufficient to properly capture this idea (Chang and Chu
2020; Schump et al. 2023). According to Ferraris et al. (2020), CRM has an impact on
customers' perceptions and is acomponent of CSR performance. Regardless of whether this type
of action is motivated by economic or pure charity, the primary objective of CRM from a
marketing perspective is to boost consumer demand, as defined by Varadarajan and Menon

(1988) as a method for generating money while doing good.

CSR initiatives include socially responsible activities, corporate charity, and cause marketing.
However, CRM is a type of CSR that aims to accomplish both the marketing promotion goals
and the organisation's philanthropic goals (Bhatti, Galan-Ladero and Galera-Casquet 2023; Fan
et al. 2020). CRM is the most widely used CSR practice worldwide, notwithstanding the
existence of other variations (Vrontis, Christofi and Katsikeas 2020). CRM is a business
promotional initiative in which customers donate a portion of their purchases to a non-profit
organisation's charitable fund or social purpose (Deb and Amawate 2021). In Asian nations like

India, the use of CRM as a marketing tactic has grown dramatically (Thomas and Jadeja 2021).

Businesses use CSR, especially CRM, as a marketing strategy to improve the behavioural
intents of their clients (Thomas et al., 2024). For example, as part of its CSR programme, online
retailer Amazon.com established a different website known as AmazonSmile. Every time a

customer purchased from the AmazonSmile portal, 0.5% of the sales earnings went straight to
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the customer's preferred charity. The AmazonSmile Foundation has made $377 million in
charitable contributions since the portal's introduction in 2013 thanks to purchase- induced
contributions from eligible purchases made by consistent Customers of Amazon (Chen 2022).
Bhatti, Galan-Ladero, and Galera-Casquet (2023) claim that businesses worldwide have been
starting an increasing number of CRM initiatives. Because consumers are increasingly more
familiar with the phrases "product distribution” and "marketing,” corporate social responsibility
(CSR) issues have become a significant determinant of public opinion (Sindhu 2022).
Consumers are a significant stakeholder group, and numerous research has focused on their
CSR assessments (Quan et al. 2022).

2.5 Benefits of Cause-Related Marketing

Companies use CRM for many purposes, including boosting customer loyalty, influencing
consumer attitudes, and developing their brand (Park, Kim, and Kwon 2017). Businesses that
implement CRM initiatives also directly benefit their customers. A favourable impression is
important, but it does not always result in a purchase. Operating in a socially responsible
manner can considerably help a company during the decision-making process. Academic
researchers have demonstrated that brands can benefit significantly from this. Planning and
carrying out a successful CRM project requires an understanding of consumer views and,

subsequently, behaviour (Musova, Poliacikova and Bartosova 2022).

The main motivations for a business to engage in CRM initiatives are boosting sales and
improving customer connections, as seen by the increased inclination to purchase advertised
goods or repeat business (Bianchi, Daponte and Pirard 2020). The fact is that CRM draws in
customers and fosters a special and robust relationship between them and the brand. Building
connections with respectable non-profits and well-known causes can improve a business's
standing in the community, boost its brand, and increase its visibility across the country
(Christofi et al. 2020a; Schamp et al. 2023; Mendini, Peter and Gibbert 2018).

This tool can be employed as part of a bigger campaign to placate angry public or consumer
groups, or it can be quite effective in fighting unfavourable press. Cha and Rajadhyaksha
(2021) state that assisting charitable organisations, communities, and causes can benefit a

company's human resources by, for example, raising employees' morale, increasing their
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productivity, or fostering loyalty. CRM has the potential to increase brand recognition,
strengthen BE, establish brand credibility, and stimulate brand interaction (Jubilee, Kasilingam
and Stephen 2023; Schamp et al. 2023). According to Lu et al. (2020) and Polat and Cetinsdz
(2021), brand loyalty is becoming more and more recognised as being essential to a company's
long-term productivity and as having the potential to boost its market share. Endorsing a certain
cause might yield multiple benefits. For example, cause marketing initiatives enable businesses
to engage with consumers and demonstrate their commitment to social responsibility. CRM is
a potent tool for connecting with customers emotionally, in contrast to traditional marketing
communications methods (Tanford, Kim and Kim 2020). This marketing tactic can create
differentiation from rivals, enhance and maintain a positive reputation and image among
consumers, and increase brand value (Rezaee Vessal et al. 2023). Together, these advantages
have the potential to favourably affect consumers' attitudes and purchasing patterns.

The benefits of CRM for donor organisations have been recognised for some time (Christofi et
al. 2020a). These benefits include purchase intentions (Handa and Gupta 2020), corporate
reputation (Badenes-Rocha, Bigné, E. and Ruiz 2022; Rego and Hamilton 2022), and positive
word-of-mouth persuasion (Chaabouni, Jridi and Bakini 2021; Bergkvist and Zhou, 2021).
According to several studies (Thomas et al. 2021; Handa and Gupta 2020; Rezaee Vessal et al.
2023), some have even suggested that CRM may provide a sustained competitive edge. This
might be an overstatement in that nowadays, CRM is neither unique nor uncommon, but it can

provide fleeting advantages in terms of distinctiveness or competitiveness.

CRM s essential to brand strategic management because, as the market changes, brand
building is less about product features and more about establishing a genuine, personal
connection with customers, moving them from merely consuming to passionately believing in
the business (Lopes, Bairrada and de Matos 2023; Gongalves Filho, Chinelato and Prado 2024).
It is necessary to bring up attribution theory to comprehend how consumers perceive altruism
in CRM. According to this notion, customers analyse and attempt to comprehend the rationale
behind a business's CRM efforts. Depending on how the business positions its CRM initiatives,

these motivations may be altruistic or self-serving (Lopes, Bairrada, and Coelho 2024)
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According to Cao et al. (2021), CRM actions help create a positive brand image, particularly
when this image is associated with humanitarian causes. Customers view businesses more
favourably when they support causes that are important to them (Ferraris et al. 2020). Research
validates the effectiveness of promoting social concerns to influence consumer choice and
increase sales for the sponsoring business (Pandy, Bajpai and Tiwari 2023). Additionally,
research shows that CRM can be effectively employed as an offensive tactic to attract clients

and generate sales (Gao et al. 2020).

A core tenet of CRM is that, when done correctly, it helps all parties involved, generating a
win-win-win strategy. Businesses realize a boost in sales and a better corporate image (Tuc¢kova
and Balcarova 2023), and non-profit organisations gain an increase in public awareness, and,
therefore, donations (Chaabouni, Jridi and Bakini 2021; Bergkvist and Zhou 2021), and
consumers enjoy using the product and the satisfaction that comes with supporting charitable
causes (Christofi et al. 2020a; Schamp et al. 2023). Research indicates that businesses with
robust CRM records are more equipped to uphold excellent client interactions (Go and Bortree
2017) and improve behavioural intentions for American consumers (Zapata-Ramos and Kim
2018), therefore it is important to better understand how firms can be more effective with their
CRM efforts.

Businesses participate in CRM for a variety of reasons, including boosting their brand image,
influencing consumer attitudes, or building customer loyalty (Kim, Jang and Kim 2022; Fan et
al. 2020). Customers also gain from businesses that participate in CRM initiatives. While
positive perception is important, it does not always translate into a purchase decision (as each
consumer makes their own decisions based on a variety of factors), so it is worth investigating
how businesses' responsible marketing practices affect this process. As a result, predicting
consumer attitudes and, ultimately, behaviour, is crucial to the design and execution of a

successful CRM campaign (Schamp et al. 2023).

According to academic research, companies that operate in a socially responsible manner foster

positive word-of-mouth, consumer trust, and affective commitment (Cuesta-Valifio et al. 2023;
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Ahmad, et al. 2023). With these kinds of benefits, managers simply must include CRM on their
agendas. CRM is turning into a useful and profitable marketing tool that businesses utilise for
a variety of purposes, including boosting sales, reputation, image, and performance (Ferraris et
al. 2020). Additionally, this promotional technique can distinguish the brand from rivals,
enhance and maintain a favourable reputation and image among customers, and provide value
to the brand (Vrontis, Christofi, and Katsikeas 2020; Santoro et al. 2020). When combined,
these benefits may positively influence the attitudes and purchasing patterns of consumers.
Nonetheless, some recent research has shown that CRM actions are more likely to be viewed
with mistrust than other CSR projects like sponsorship or donation (Chang and Kwak 2023,
Vrontis, Christofi, and Katsikeas 2020). According to Thomas and Kureshi (2020), this is
because CRM activities usually require consumer purchases, which could lead to a less positive
interpretation of the relationship between the company's revenues and the cause.

CRM has been utilised to boost market share (e.g., American Express donated three cents to
Share Our Strength each time an American Express Card was used), appeal to a new market
segment (e.g., BMW launched The Ultimate Drive in 1996, where it donated US$1 to breast
cancer research for every BMW test driven by a woman to target women), and differentiate
(e.g., Tesco started Computers for Schools to differentiate from Sainsbury's in the UK by
offering vouchers to customers for every £25 spent which the customer could "donate™ to a
participating school). In the case of Tesco, the schools gathered the vouchers, which they
exchanged for Tesco laptops, and cultivated a positive brand image. Another example is The
Body Shop which advertises that by sourcing goods from less developed nations they are
creating jobs. CRM is one of the marketing initiatives that has grown the quickest in the past 20
years, with corporate expenditure on it in the US rising from $120 million in 1990 to a projected
$2 billion in 2016 (Singh and Duque 2020).

CRM gives the brand a powerful point of differentiation, which adds value to the perimeter
(Vrontis et al. 2020a). Researchers have found that CRM promotional actions are highly
prevalent in developing economies such as India (Thomas and Jadeja 2021). The favourable
impact CRM initiatives have on sponsors, charities, and customers contributes to their success.

Sponsors enhance their brand and establish enduring relationships with clients, which raises
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the probability that products related to the cause will be bought (Cornwell and Kwon 2020;
Koronios et al. 2022; Jensen and Cornwell 2021). Donation budgets are increased by charities,
enabling them to assist more individuals more frequently. Customers gain because they are
given the chance to satisfy their needs for status, pride, and self- satisfaction (Amin and
Herjanto 2023).

2.6 Challenges in Cause-Related Marketing

The most problematic part of CRM is usually how customers utilise this capability. Due to their
inability to perceive the link between the cause and the product, customers may often be
dubious about CRM initiatives or believe that CRM is just a way to promote a product or cause
to boost company profits (Schamp et al. 2023). Another kind of scepticism lurks in the belief
held by customers that since the amount donated for each product purchased is so tiny, it cannot
have a meaningful impact or benefit non-profit partners and causes. Furthermore, when
customers may believe that the business behaves inconsistently and with insufficient
responsibility (Kim and Park 2020; Swaen, Demoulin and Pauwels-Delassus 2021). "Cause" is
another area that can present issues. According to Aghakhani, Carvalho and Cunningham,
(2021), people who disagree with the cause that the company supports will feel uncomfortable
with the CRM marketing.

According to Kottasz, MacQuillin and Bennett (2022), a risky issue arises when customers do
not think their donations will go towards non-profit organisations. Furthermore, if a charity is
linked to bad press, Concerns regarding the non-profit partner the business is linked with may
make some shoppers hesitant to purchase these goods. From a managerial standpoint, there are
issues related to the time, focus, and financial resources used for the planning and execution
of CRM campaigns (Thomas, Kureshi and Vatavwala 2020). For instance, drafting a contract
that outlines contribution requirements requires more thought and effort than other socially
conscious endeavours. Reaching a fair frequency threshold and reaching the intended audience,
the process of realisation frequently necessitates investment in paid promotions in addition to
complex accounting techniques (Stremersch et al. 2023). Recent studies have revealed that in
contrast to traditional CSR programs such as funding or charitable activity, CRM endeavours

have a greater probability of being seen with scepticism (Vrontis, Christofi and Katsikeas
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2020; Christofi et al. 2020a). This is because CRM initiatives typically necessitate consumer
purchases; as a result, they can be perceived negatively if there is a link between the company's
profits and the cause. The last 30 years have seen managers and academics attempt to explain
its efficacy (Ferraris et al. 2020) but the benefits are sometimes called into doubt because CRM
initiatives are seen as vague, deceptive, and improper, particularly in the context of advertising
and among specific global audiences (Eastman, Smalley and Warren 2019). Previous studies
have focused on the unique shopping habits of millennials (Ivanova et al. 2019), revealing the
effectiveness of CRM programmes.

CRM programmes have faced criticism and scepticism despite their benefits, particularly
concerning the business-related incentive behind the initiative. Because it is linked to sales
flows (for example, when a company sells expensive products), customers often believe that it
is taking advantage of the situation to boost profits (Santoro et al. 2020; Thomas, Bhatt and
Patel 2022). Another factor contributing to scepticism is the typically small donation made by
CRM or the requirement for a transaction involving goods or services (Sindhu 2022; Schamp
et al. 2023). Critics contend that rather than making product purchases, customers ought to
make direct donations to non-profit organisations. Additionally, research indicates that, at least
when it comes to immediate sales, the benefits of CRM may not always outweigh the costs
(Das et al. 2020; Schamp et al. 2023). However, in industrialised nations like the United States,
Australia, Canada, Norway, and Korea, as well as growing nations like India, CRM continues
to be one of the marketing methods with the fastest pace of development. (Christofi et al. 2020a;
Thomas and Kureshi 2020).

2.7 Effect of Cause Campaigns on Consumer Purchasing Behaviour

In marketing, a CRM campaign is one in which the corporation promises to contribute a
specified amount of money to a charitable organisation for each sale made. According to a
study by Thomas, Kureshi and Vatavwala (2020), to strengthen brand purchase intention ties,
many businesses employ CRM. Customers, on the other hand, are equally interested in the
company's CRM activities since they can differentiate themselves by purchasing goods that
support a cause. Therefore, to fully capitalise on all potential benefits, a business needs to

inform its customers about its CRM efforts (Vrontis Christofi and Katsikeas 2020). The term
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"purchase intention” (behaviour) describes how a buyer responds to a product, including
whether they decide to buy it, suggest it to others, or ask questions about it. An indicator of a
customer's likelihood of acquiring a particular item is purchase intention; the higher the
intention, the more probable the buyer is to make a purchase. (Rosillo-Diaz, Blanco-
Encomienda and Crespo-Almendros 2020; Sohn and Kim 2020; Costa et al. 2021). Sales have
been shown to rise sharply as a result of effective CRM campaigns. Customers are more
inclined to buy the product linked to the cause-brand partnership when they feel that the cause
is relevant to them (e Silva et al. 2020; Srivastava 2020; Handa and Gupta 2020). Customers
who strongly identify with social concerns are therefore more likely to have positive opinions
about the brand and to be more inclined to make a purchase. Research has indicated that CRM
positively influences consumers' inclination to buy (Indiani and Febriandari 2021; Arachchi
and Samarasinghe 2022). Customers are also more inclined to spend more for businesses that
employ CRM (Chang and Chu 2020). Thus, by processing CRM-based data, CRM generates
favourable ideas about favourable buying behaviours, which in turn results in an intention to
buy a particular brand compared to other brands (Uhlig, Mainardes and Nossa 2019; Arachchi
and Samarasinghe 2022). Additionally, positive perceptions of the brand and brand recognition
increase when customers are aware of CRM efforts which positively influences purchase
intention (Ramesh et al. 2018).

The literature on the effect of CRM campaigns on consumer purchasing behaviourreveals a
complex interplay with brand equity, consumer scepticism, and overall purchasing intentions.
CRM has been shown to enhance brand image and perceived quality, which in turn positively
influences purchase intentions (Deb and Amawate, 2020; Homssi et al., 2023). However,
consumer scepticism can negatively moderate these relationships, suggesting that while CRM
can foster brand loyalty, its effectiveness may be diminished if consumers doubt the
authenticity of the brand's motives (Homssi et al., 2023). Additionally, anthropomorphized
messaging in CRM has been found to enhance emotional connections, promoting systematic
information processing that further encourages prosocial behaviourand purchase intentions
among consumers (Devi and Arumugam, 2024). The Indian pharmaceutical sector exemplifies
this dynamic, where CRM initiatives significantly impact purchase intentions, particularly

when consumers are actively involved with the cause (Pandey et al., 2023).
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Customers' opinions on a certain brand, product, or service, whether favourable or negative, are
summarised as brand attitude, which might result in a particular psychological tendency
(Manosuthi, Lee and Han 2020). Customers' positive purchasing intentions are formed and
predicted in large part by their brand attitudes (McClure and Seock 2020; Kumar, Prakash and
Kumar 2021). Purchase intention, according to Ramesh et al. (2018), is a customer's
behavioural attitude, which is not the same as their feelings towards a brand. Rather, it is the
reason behind or deliberate plan for an action they will take. Therefore, brand attitude can have
a very favourable impact on consumers' purchasing decisions when used as part of a marketing
strategy in a CRM setting. When employed as part of a marketing plan in a CRM scenario, brand
attitude plays a critical role in shaping customers' decisions and behaviours connected to brand
choices. It can have a very favourable impact on consumers' purchasing decisions and
behavioural intentions (Lee et al. 2020). Arachchi and Samarasinghe (2022) compared South
and Southeast Asia in their study, Corporate Social Responsibility towards Purchase Intention
across Regional Identity. Found that purchase intention and CRM in Sri Lanka's retail industry
had a high positive link during COVID-19. This result is consistent with Sen Gupta and
Wadera's (2020) study, which also found comparable results, confirming that CRM has a
favourable impact on purchase intention in the fast-moving consumer goods (FMCG) sector.
When consumers think that service providers are morally upright businesses that respect social
responsibility, they are more likely to promote positive word-of-mouth and show buy intention
(Dang, Nguyen, and Pervan 2020). Silva et al. (2020) discovered that reliable CRM activity had
a beneficial effect on customers' intentions to make purchases.

Customers have positive impressions of CRM, businesses that support social issues, and CRM-
sponsored charitable organisations, according to some CRM research (e.g., Vrontis Christofi
and Katsikeas 2020; Fan et al. 2020). These favourable sentiments may encourage customers to
purchase specific brands and goods in addition to raising awareness of a given social issue
(Ferraris et al. 2020; Chang, Chu, and Tsai 2021). Terblanche, Boshoff and Human-Van Eck
(2023) used a sample of students to show that when an advertisement with a CRM message was
shown, the students' sentiments about the organisation were more positive than when the

message contained no CRM. Prior research has used surveys to find out how customers feel
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about CRM. Ferraris et al. (2020), for instance, found that nearly half of their respondents

bought a product or service to contribute to a charity cause.

Nearly half of respondents to a telephone survey by Mirzaei, Webster, and Siuki (2021) said
they would probably switch brands to support companies that make donations to nonprofit
organisations. More recently, Rapert, Thyroff and Grace (2021) reported that many consumers
are waiting for businesses to genuinely engage in CSR — more precisely, CRM. Thomas and
Jadeja (2021) investigated the psychological origins of customer scepticism about advertising
in CRM, discovering various mindsets associated with favourable or negative consumer views.
Furthermore, several academics (e.g., Ferraris et al. 2020; Tsiros and Irmak 2020) found greater
purchase intention for CRM-related products, especially when consumers thought the cause
was important to them. Researchers have found that CRM programs positively affect
consumers' intentions to make purchases (Fan et al. 2020; Duarte and Silva 2020). Thus, prior
studies have demonstrated that CRM can affect the purchasing intentions and behaviours of
customers (e.g., Srivastava 2020; Eker Iscioglu and Borak 2020; Dagyte-Kavoliune,
Adomaviciute, and Urbonavicius 2021; Tao and Ji 2020). Several studies have shown that
consumers are willing to pay more for products and services from companies that support the
community (Carroll 2021a). Another study by Ferraris et al. (2020) supports the beneficial
relationship between CRM and consumers' purchasing intention. Customers are more open
to companies that engage in social responsibility programs like CRM campaigns, according
to previous research (e.g., Baskentli et al. 2019). Partouche et al. (2020: 937) investigated the
impact of CRM campaigns on the purchasing behaviour of French millennials and found that
French millennials exposed to CRM advertising shared characteristics with their American
and Dutch counterparts, including a favourable attitude towards the advertising and a high
propensity to buy. In the current market context, customers are motivated to make impulsive
purchases not only by the features of the brand's products or services but also by their
perception of the brand's environmental impact as shown in its CRM practices (Hayat et al.
2020). Kim and Kim (2021) and Jubilee, Kasilingam, and Stephen (2023) discovered in
their tests that an advertisement featuring a CRM message resulted in higher positive

sentiments towards the organisation than those exposed to a message without a CRM.
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2.8 Brand Equity

The idea of BE began to take shape in the late 1980s and has since grown to be one of the most
significant ideas in marketing (Aaker 1991; Keller 1993). BE is defined by Erdem and Swait
(2023) as "the added value a given brand gives a product.” They claim that BE makes it possible
for a product to have premium pricing. According to Aaker (1991), brand equity is the
collection of brand assets and liabilities associated with the brand, such as its name and symbols
that either increase or decrease the value of a good or service. Aaker (1991), who also put forth
a four-dimensional model that encompasses brand awareness, brand associations, perceived
quality, and brand loyalty, was the first to recognise the relationship between consumer attitudes
and BE.

BE is one of the ideas that brand management academics have been concentrating on lately
(Pina and Dias 2021; Huerta-Alvarez, Cambra-Fierro and Fuentes-Blasco 2020; Xi and
Hamari 2020). Presented by Aaker (1991), Del Barrio-Garcia and Prados-Pefia (2019), and
Christodoulides, Cadogan and Veloutsou (2015), this is an essential subject in marketing.
Nevertheless, there is still a lack of scientific agreement on its definition, scope, and
measurement (Londofio, EIms and Davies 2016). There is a lack of agreement over how to best
measure BE simply, which adds to the challenges already facing marketing professionals,
particularly in terms of where to justifiably invest time and resources in brand- building
endeavours (Christodoulides, Cadogan and Veloutsou 2015). The BE idea describes the value
that a certain brand adds to a company's goods. Put differently, it refers to the distinct impact

that brand awareness has on how customers react to the brand's marketing (Keller 1993: 2).

According to Hodson (2021) and Sasmita and Mohd Suki (2015), branding facilitates customer
choice by acting as a product-differentiation aspect that supports decision-making based on the
experiences and reliability associated with the brand in question. Brands with a high BE will
have higher profit margins, communicate more effectively, and have a significant impact on
customer preferences and buying intent (Gupta et al. 2021; De Canio, Martinelli, and Endrighi
2021). As a result, numerous studies have discovered that BE has a positive impact on future
cash flow and profits, customer willingness to pay higher prices, share value, and the results of
brand marketing initiatives, among other things (Verma 2021; Algharabat et al. 2020; Mahmood
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and Bashir 2020; Gupta et al. 2020).

Businesses with a high BE level will be less adversely affected by unsuccessful attempts at
innovation than organisations with a low BE level, demonstrating that BE is also known to
reduce the risks associated with innovation (Liao and Cheng 2014). BE is also necessary for
gaining a competitive edge and assessing brand performance. For example, it assists the
business in extending the reach of a brand, creating barriers against new competitors, creating
successful brand extensions, or strengthening a brand's resistance to promotions from
competitors (Loken and John 2023; Sasmita and Mohd Suki 2015).

Previous research indicates that BE protects against innovation failures (Liao and Cheng 2014)
and product-harm crises (e.g., Liu and Shankar 2015; Hsu and Lawrence 2016). According to
Lassar, Mittal, and Sharma (1995: 13), brand equity is the increase in the perceived usefulness
and desirability a brand name bestows on a product. Customers believe that products wearing
that brand are often superior to those from other brands. Additionally, BE influences consumers'

propensity to buy (Verma 2021).

Brand equity, a critical determinant of a company’s long-term success, is shaped by consumer
perceptions, corporate actions, and marketing strategies. The Attribution Theory (Heider, 1958;
Kelley, 1973) and Aaker’s Brand Equity Theory (Aaker, 1991) provide complementary
perspectives on how consumers evaluate brands, particularly in the context of CSR and CRM.
Attribution Theory explains how consumers assess the underlying motives behind a brand’s
actions, particularly in CSR and CRM initiatives. Consumers engage in motivational
attribution, categorising corporate behaviour as either: Intrinsic (driven by genuine concern for
social good) or Extrinsic (driven by profit-seeking or reputation management) (Skarmeas and
Leonidou, 2021). Recent studies confirm that cause-brand fit and transparency heavily
influence these attributions. When consumers perceive a logical alignment between a brand
and its supported cause (e.g., Patagonia funding environmental conservation), they are more
likely to attribute intrinsic motives, enhancing trust and brand equity (Gupta and Pirsch, 2021).
Conversely, low-fit campaigns (e.g., a tobacco company promoting health initiatives) trigger
scepticism, eroding brand value (Grolleau et al., 2022).
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Additionally, corporate credibility moderates’ attributional outcomes. Brands with a history of
ethical behaviour benefit from a "halo effect,” where consumers default to positive attributions
(Alhouti et al., 2021). In contrast, firms with past controversies face heightened scepticism,
even for well-intentioned campaigns (Lee et al., 2020). Recent research underscores that
CRM’s impact on these dimensions depends on attributional clarity. For example, Kumar and
Christodoulopoulou (2019) found that brands with transparent CRM strategies (e.g., disclosing
donation amounts) strengthen perceived quality and loyalty, while opaque campaigns dilute
equity. Similarly, Vlachos et al. (2022) demonstrated that intrinsic attributions enhance brand

associations, whereas extrinsic attributions trigger consumer backlash.

Furthermore, Aaker's Brand Equity theory remains contextually relevant as it provides a
foundational framework for understanding the multifaceted nature of brand equity, particularly
through the lens of customer-based brand equity (CBBE). Aaker identifies key components
such as brand awareness, brand loyalty, and brand associations, which are essential for building
strong brands that resonate with consumers (Swaminathan, 2016). Recent literature emphasizes
the importance of integrating various perspectives on brand equity, highlighting the need for
effective communication strategies to enhance brand recognition and trust (Hu and Zhang,
2023). Furthermore, dynamic models of brand equity illustrate how consumer perceptions and
preferences evolve over time, suggesting that brand equity is not static but influenced by market
conditions and consumer interactions (Phan et al., 2016). This comprehensive approach
underscores the necessity for brands to adapt and manage their equity strategically to maintain
relevance and competitive advantage in a rapidly changing marketplace (Barrio-Garcia et al.,

2023; Rao et al., 2023).

Brand loyalty has evolved with the rise of e-commerce and subscription-based models. Recent
studies highlight that emotional engagement and value alignment are stronger predictors of
loyalty than mere satisfaction (Rather, 2021). For example, brands like Apple and Nike
cultivate loyalty not just through product quality but through brand communities and mission-
driven marketing (Hollebeek and Macky, 2019). Aaker’s emphasis on loyalty as a buffer

against competition is particularly relevant in industries with low switching costs (e.g.,
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streaming services). Research by Pansari and Kumar (2017) confirms that customer-centric
CRM strategies (e.g., personalized rewards, cause-related marketing) enhance loyalty by

fostering emotional connections.

2.9 Dimensions of Brand Equity and Consumer Purchasing Behaviour (Purchase

Intention)

The sections below discuss the four dimensions of BE and their respective influence on

consumer purchasing behaviour (purchase intention).

2.9.1 Brand Quality or Perceived Quality

Perceived quality refers to how consumers believe a brand provides high-quality items (Akoglu
and Ozbek 2022). The concept benefits a brand in a variety of ways. It is the major motivator
for product or service purchases, helps with brand extensions, and persuades clients to pay
more for a good or service (Kataria and Saini 2020). Customers will choose a brand over rivals
if they believe it to be of higher quality (Pina and Dias 2021). According to Akoglu and Ozbek
(2022), perceived quality refers to consumers' perceptions of a product or service's overall

quality.

Brand value includes perceived quality (Coelho, Bairrada, and de Matos Coelho 2020). Aaker
(1991) and Keller (2003) define perceived quality in the context of branding as the consumer's
assessment of the overall quality or superiority of a good or service concerning its intended
use, as well as the general perception of the brand. Customers' assessments, which are created
by comparing expectations with the impression of actual service performance, are linked to
perceived quality (Marimon, Mas-Machuca and Berbegal- Mirabent 2020; Biscaia, Yoshida
and Kim 2023). Perceived high quality can boost brand preference (Khenfer and Cuny 2020)

and encourage customers to choose a particular brand over rivals (Khenfer and Cuny 2020).

Businesses that offer high-quality services have a competitive advantage and are probably more

lucrative (Cagliyan, Attar and Abdul-Kareem 2022). Furthermore, because perceived brand

quality and brand attitude are positively correlated (Xi and Hamari 2020), consumers are often

motivated to purchase specific items because of the perceived brand quality, which sets the

product apart from competitors (Nasiri and Shokouhyar 2021). According to Wang, Tao and
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Chu (2020), behavioural intention and perceived quality are positively correlated.

2.9.2 Brand Association

According to Pina and Dias (2021), brand association is defined as anything that is associated
with a brand in memory. Several brand links come together to form a brand's image (Obilo,
Chefor, and Saleh 2021). Furthermore, brand associations define the extent to which customers
feel connected to the brand. Additionally, higher degrees of association reflect stronger ties
between consumers and brands (Hinsch, Felix, and Rauschnabel 2020). Previous research has
separated brand connections into three categories: organisational associations, perceived value,
and brand personality (Coelho, Bairrada and de Matos Coelho 2020; Roggeveen et al. 2021; Lee
and Hsieh 2022). Consumer perception of a product's cost-effectiveness can be used to explain
perceived value (Chae et al. 2020). Customers can more easily determine whether a product is
worth its price through a CRM campaign. According to Arora et al. (2021), brand personality
refers to how well a brand fits the personality of the consumer. Customers can determine
whether a specific brand or product is appropriate for their requirements or personality through

CRM campaigns.

The consumer view of a product's producer is known as an organisational association (Lim et
al. 2022). CRM campaign evaluations help customers learn about the distinctive qualities of the
product's maker, with whom they might establish a connection. Gomez-Rico et al. (2023)
asserts that "brand association” and "brand image™ are synonymous terms. ldeas like "brand
association™ help consumers associate the name of a specific brand with their recollections
(Pina and Dias 2021; Huaman-Ramirez et al. 2021).

Customers frequently base their purchasing decisions on how they perceive the brand image of
a company (Pina and Dias 2021). Customers' willingness to pay higher costs is positively
correlated with having a strong brand image (Gonzalez-Rodriguez, Diaz-Fernandez and Font
2020; Keller 1993). By defining the brand and its value and securing a particular place in
consumers' perceptions, a distinctive brand image aids in the development of prospective BE
improvement (Parris and Guzman 2023). Positive brand perception leads consumers to

associate a brand with advantages and high standards of quality (Gupta et al. 2020).
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2.9.3 Brand Loyalty

"The attachment that a consumer has to a brand" is defined as brand loyalty (Aaker 1991: 39).
Costa Filho, Falcao, and Motta (2021) describe brand loyalty as an attitude towards a brand
expressed by behaviours and intentions to suggest and re-patronise. The potential for a
customer to switch brands is reflected in brand loyalty (Atulkar 2020). One of the most crucial
marketing strategies is word-of-mouth advertising or recommendations (Hanaysha 2021). As a
result, attitudinal and behavioural loyalty two distinct conceptions of loyalty are discussed in the
literature (Dandis and Al Haj Eid 2022). As stated by Ghorbanzadeh and Rahehagh (2020) and
Diallo, Moulins, and Roux (2021), attitude loyalty is focused on psychological attitudes
towards the brand, such as commitment or distinctiveness, whereas behavioural loyalty is

focused on repeating actual purchase behaviour.

Dedicated clients believe the brand is relevant to their values and way of life and trust it.
According to Khan and DePaoli (2024), consumers who are willing to invest more in a brand
than they would have when they first bought or consumed it are the strongest indicators of
brand loyalty. In other words, consumers become involved with a brand when they invest time,
effort, money, or other resources in it, such as by visiting the company's website, following
brand news, or taking part in pertinent chat rooms (Zhang, Prayag, and Song 2021). The degree
of a consumer's behavioural, emotional, and mental investment in certain brand relationships is
known as customer brand engagement. (Cheung and others, 2021). The brand engagement has
received a lot of attention in the branding literature because of its substantial effects on
customer loyalty, word-of-mouth, brand involvement, the development of strong brand
relationships, and enhanced customer perceptions of price (Kaur et al. 2020; Acharya 2021;
Santos et al. 2022Db).

Numerous research indicates a link between brand loyalty and consumer responses. Customers
who are loyal to a brand are willing to spend more for it, according to Dornyei (2020). Increased
brand loyalty can improve brand performance and sales-related outcomes (Ratnawati, Hastulti,
and Kholis 2022). Leiria, Rebelo, and de Matos (2022) found a favourable correlation between

brand loyalty and customer behaviour when compared to consumers who are not loyal or who
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transfer brands. According to Dapena-Baron, Gruen, and Guo (2020), loyal consumers are
more likely to purchase their favourite brand and are less inclined to switch brands. Positive
experiences in the past combine to create affective loyalty, which in turn can influence a
customer's attitude towards a company (Joshi and Garg, 2021). Affective loyalty is favourably
correlated with opinions regarding cobranded items (Paydas Turan 2021). According to
Chatterjee and Basu (2023), brand loyalty is the desire to buy a specific brand as one's preferred
option and the brand's attitudinal preference. Strong brand loyalty can, therefore, boost purchase
intent and promote a favourable brand perception.

2.9.4 Brand Awareness
Customers' capacity to identify and remember a brand in various contexts is known as brand

awareness (Pina and Dias 2021; Aaker 1991). Brand recognition refers to customers' capacity
to recognise previous brand exposure when presented with the brand as a cue. (Bergkvist and
Taylor 2022). Brand recall refers to consumers' ability to recall a brand name from their
memories (Davtyan, Cunningham and Tashchian 2021). According to Vredenburg et al.
(2020), well-known brands outperform less well-known businesses in the marketplace because

of brand awareness. CRM makes it easier for customers to learn about brands.

Brand awareness is the capacity of consumers to recognise, recall, or be cognisant of a brand
(Makrides, Vrontis, and Christofi 2020; Pina and Dias 2021). Brand awareness affects
consumer decision-making, and consumers are more likely to consider and buy from well-
known brands (Xu et al. 2022; Rahman et al. 2021). Customers with brand awareness make
initial selections faster than consumers without it (Marques et al. 2020), even though brand
awareness is not an important dimension of BE (Algharabat et al. 2020; Veloutsou,
Chatzipanagiotou and Christodoulides 2020). A strong brand has a positive effect and is more
likely to encourage customers to buy (Dabbous and Barakat 2020; Rahman et al. 2021).
According to the perspective of information processing, brand awareness increases the
accessibility of information and familiar information is more important when making
decisions, which results in a more favourable evaluation of a brand (Schwarz et al. 2021; Fu et
al. 2020).

Mehta and Tarig (2020) found that brand awareness positively impacts brand choice and
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market share, while also increasing customer retention rates and profit margins (Marques et al.
2020). Brand awareness, which influences customers to consider a brand before making a
purchase and cultivates a favourable brand perception and strong purchase intention, is a sign
of brand commitment (Zhou et al. 2021; Guha, Mandal, and Kujur 2021).

This study views brand equity as a multi-dimensional concept that encompasses several key
variables, including brand quality, brand association, brand loyalty, and brand awareness, each
contributing uniquely to the overall brand value. Brand quality, often referred to as perceived
quality, is a critical determinant of brand equity, as evidenced by its strong positive correlation
with brand equity in various sectors, such as amateur sports clubs and the toy industry, where
it emerged as a significant factor influencing consumer perceptions and brand capital (Banbuta,
2024; Hoo et al., 2024). Brand association, which involves the mental connections consumers
make with a brand, plays a vital role in shaping brand equity by influencing consumer
perceptions and experiences, although its impact can vary across different contexts (Suprihhadi
et al., 2024; Hoo et al., 2024). Brand loyalty, the degree of consumer commitment and repeat
purchase behavior, is consistently highlighted as a pivotal component of brand equity,
mediating the effects of other dimensions like brand association and perceived quality, thereby
enhancing overall brand strength (Suprihhadi et al., 2024; Suwiryo and Aryandha, 2024).
Brand awareness, the extent to which consumers recognize and recall a brand, serves as the
foundational step in building brand equity, facilitating the development of a positive brand
image and fostering consumer engagement and loyalty, although its impact may be less
pronounced compared to other dimensions (Banbuta, 2024) (Hoo et al., 2024). Together, these
dimensions form a comprehensive framework for understanding and managing brand equity,
allowing organizations across various industries, from smartphones to airlines, to strategically
enhance their brand value and consumer relationships (Suwiryo and Aryandha, 2024;
Rodriguez and Forero, 2024).

2.10 The Concept of Consumer Scepticism

Authors including Mimouni Chaabane and Parguel (2016), Deb, Sharma, and Amawate (2021),

Leonidou and Skarmeas (2017), Mendini, Peter, and Gibbert (2018), Priporas et al. (2020),

Rahman, Park, and Chi (2015), and Yin, Du, and Chen (2020) have produced a wide range of
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studies on CRM scepticism. The Greek term "sceptical,” which means "to consider and reflect,"”
is where the word "scepticism” originates, according to Leonidou and Skarmeas (2017).
Consumer scepticism has been roughly characterised as the propensity for customers to distrust
or not believe marketers (Foreh and Grier 2003).

Scepticism is defined as a person's inclination towards mistrust or disbelief. Few consumer
studies (e.g., Obermiller and Spangenberg 1998; Baghramian and Caprioglio Panizza 2022)
portray scepticism as a personality trait; however, most studies, particularly in the context of
corporate social responsibility (CSR) (Chon and Kim 2021; Ham and Kim 2020), concentrate
on situational scepticism, which is a result of mistrust of the information that businesses
provide and is unrelated to an individual's characteristics (Lins et al. 2024). Customers attribute
CRM motives in two ways: intrinsically, when they think the company is acting out of a sincere
concern for the social issue, and extrinsically, when they think, the company is attempting to
boost its profits (Araujo et al. 2020; Chan 2023; Chandra et al. 2022).

Customers respond more favourably when they attribute stronger intrinsic incentives;
conversely, when they perceive extrinsic motives as predominating, they respond less
favourably (Ahn and Dias Soeiro 2022) According to one line of research, customers' growing
mistrust of businesses' CRM attempts may be impeding their motivation to disseminate positive

word-of-mouth recommendations (Chu, Kim and Kim 2023).

According to Joireman, Liu and Kareklas (2018), scepticism about CRM can be a reflection of
how customers feel about that type of CSR. Although the relationship between CRM and the
CSR umbrella, it is important to recognise the three types of CSR scepticism: CSR scepticism,
CRM scepticism, and green scepticism. There has been a lot of interest in the phenomenon of
scepticism about CSR initiatives (Musgrove, Choi, and Cox 2018). According to
Agarwal and Kumar, (2021), Scepticism is often linked to green advertising and the

authenticity of environmentally friendly initiativesTypes and Levels of Consumer Scepticism

Prior research has classified people's scepticism into two categories: situational persuasion
knowledge and dispositional persuasion knowledge (Borchers 2022; Ham et al. 2022). The sum

of consumers' exposure to, experience with, and knowledge of persuasion and advertising is
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known as dispositional persuasion knowledge, whereas the assessments and actions they take
when they recognise a persuasive communication or advertisement are known as situational

persuasion knowledge. (Yang, Jiang and Wu 2021).

According to Nguyen et al. (2023) and Zhang and Hanks (2017), situational scepticism holds that
people's perceptions can be impacted by the context or quantity of information they are
presented with. On the other hand, a person's persistent propensity to doubt the motivations of
others outside of context is known as pre-dispositional scepticism (Foreh and Grier 2003). Most
studies on CSR scepticism consider scepticism to be a temporary state (Albayrak, Aksoy and
Caber 2013; Bartels et al. 2020; Deb, 2021; Foreh and Grier 2003; Goh and Balaji 2016; Kim
and Lee 2015; Mohr, Erohlu and Ellen 1998; Singh, Kristensen and Villasefior 2009; Zhang
and Hanks 2017). However, some scholars call scepticism "dispositional scepticism™ (De Vries
et al. 2015; Dhanesh and Nekmat 2019; Ham and Kim 2020; Joireman, Liu and Kareklas 2018;
Kim, White Kim 2019; Manuel, Youn and Yoon 2014) and characterise it as a person's

enduring tendency to reject (Foreh and Grier 2003).

In addition, some writers argue that dispositional scepticism's effects have not been sufficiently
discussed about corporate social responsibility (CSR) (Deb Sharma and Amawate 2021; Kim,
Youn and Lee 2019; Yin, Du and Chen 2020; Zhang and Hanks 2017). Numerous research has
found that customers are not always equally suspicious (De Vries et al. 2015; Pandey et al.
2020; Silva et al. 2020). Research has long demonstrated that, in the context of businesses' CSR
activities, consumers' dispositional scepticism has a major impact on how they respond to CSR
marketing messages (Ham and Kim 2020; Lee et al. 2019). In particular, there is a risk that a

brand's CSR initiative will fall flat with highly sceptical customers.

Stated differently, customers who exhibit high levels of scepticism (as opposed to low levels)
are inclined to contest and inquire about the reasons behind a company's CSR endeavours,
viewing them as less genuine and more focused on the company's interests (Yoon, Giirhan-
Canli and Schwarz 2006). Obermiller, Spangenberg and MacLachlan (2005) show that people's
scepticism influences how they interpret advertisements and brand beliefs. Customers who

exhibit excessive levels of scepticism, in particular, respond less favourably to the brand
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message, which makes them more wary of that type of advertising. Studies have shown that
scepticism varies by country (Pandey et al. 2020; Silva et al. 2020). Additionally, scepticism
varies across cultural contexts (Kim Youn and Lee 2019) and is associated with lower degrees
of collectivism (Amawate and Deb, 2021; Chang and Cheng 2015).

In the same cultural and national environment, different consumer groups are unequally
suspicious, contradicting the notion that collectivist people would be less so (Amawate and Deb
2021; Thomas and Kureshi 2020; Yu 2020). For example, notwithstanding cultural differences,
Indian customers are less trusting of CRM efforts since they have been exposed to CRM more
than Filipino consumers (Pandey et al. 2020). This conclusion is consistent with research on
the degree of green scepticism among Portuguese and Brazilian consumers (Lemke and Luzio
2014). Despite the social similarities between Brazil and Portugal, Lemke and Luzio (2014)
have shown in one of the few cross-country context studies how Brazilian and Portuguese
consumers communicated their scepticism differently. It is crucial to remember that different

countries have different definitions of "green scepticism" (Silva et al. 2020).

Consumer scepticism has emerged as a critical barrier to effective marketing communications,
particularly in CRM, CSR, and sustainability initiatives. Attribution Theory (Heider, 1958;
Kelley, 1973) provides a robust framework for understanding how consumers interpret
corporate motives, shaping their scepticism or trust. In line with the attribution theory, internal
(Dispositional) Attributions and external attributions determine whether consumers view a
brand’s actions as authentic or opportunistic, directly influencing scepticism (Skarmeas and
Leonidou, 2021). Consumers evaluate CRM campaigns based on the perceived fit between the
brand and the cause. High-fit initiatives are more likely to be attributed to intrinsic motives,
reducing scepticism (Gupta and Pirsch, 2021). Conversely, low-fit campaigns trigger

attributional ambiguity, increasing scepticism (Grolleau et al., 2022).

Furthermore, Lee et al. (2020) found that transparency in CRM reduces scepticism by fostering
internal attributions. Hajjat (2020) demonstrated that incongruent cause-brand pairings lead to
higher scepticism, as consumers question ulterior motives. Consumers rely on prior brand

reputation to make attributions. Firms with a history of ethical behaviourbenefit from a halo
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effect, where CSR efforts are more likely to be seen as genuine (Alhouti et al., 2021). In
contrast, companies with past scandals face attributional scepticism, where even well-

intentioned actions are viewed as image repair tactics (Vlachos et al., 2022).

Additionally, in an era marked by growing consumer distrust and corporate scrutiny, Aaker's
Brand Equity Theory (1991) provides a robust framework for understanding and addressing
consumer scepticism. The theory's five dimensions brand loyalty, brand awareness, perceived
quality, brand associations, and other proprietary assets offer critical insights into how brands
can build credibility and mitigate scepticism in their marketing initiatives, particularly in
socially conscious campaigns. The loyalty dimension of brand equity serves as a powerful
counterbalance to consumer scepticism. As demonstrated by recent research, established brand
relationships create an "emotional bank account” that brands can draw upon when introducing
new initiatives (Gupta and Pirsch, 2021). Habel et al. (2020) submit that loyal customers exhibit
confirmation bias, interpreting ambiguous information in ways that confirm their positive
brand beliefs. Again, high loyalty correlates with lower scepticism thresholds, requiring less
evidence to accept CSR claims (Rather, 2021)

2.10.1 Consequences of CRM Scepticism (Negative Effects)

Those who are sceptical of CRM could search for indications that a business's CRM initiatives
are genuine and driven by charity (Chatzopoulou and de Kiewiet 2021). One of the main topics
of discussion in the research is how CRM scepticism affects consumer-related outcomes.
Consumer scepticism is known to negatively impact consumer-related outcomes. Negative
attitudes (Yin, Du, and Chen 2020), negative sentiments t